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Leppävaara-viikko 2008 markkinoinnin suunnittelu, tuottaminen sekä toteutus. 
 
Vuosi 2008   Sivumäärä 66 
 
Tämä opinnäytetyö tutkii Leppävaara-viikko 2008 projektin markkinointimateriaalin 
suunnitteluprosessia, tuottamista painotalojen kilpailuttamisesta valmiin tuotteen saamiseen 
sekä markkinoinnin lopputoteutuksen suorittamista. Leppävaara-viikko 2008 projektiryhmä 
koostui vuonna 2008 Laurean sekä Evtekin (nykyään Metropolin,) opiskelijoista. 
 
Tapahtumamarkkinoinnin osa-alueita on tutkittu perusteellisesti tämän opinnäytetyön teoria 
osiossa. Tämän myötä suunniteltiin Leppävaara-viikko 2008 projektin markkinointi. 
Projektissa luotu markkinointi suunniteltiin teoria osion mukaisesti. 
 
Leppävaara-viikko 2008 projektiryhmä onnistui luomaan yhteneväisen markkinoinnin 
suurtapahtumalle, sekä vahvistamaan tapahtuman teemaa, joka tänä vuonna oli lapset, 
nuoret ja monikulttuurinen Leppävaara sekä Espoo 550 vuotta. 
 
Projektiryhmän tavoitteet asetettiin ohjausryhmän sekä projektiryhmän yhteisestä 
päätöksestä. Keskeisimmiksi tavoitteiksi nousi Leppävaara-viikko 2008 
markkinointimateriaalien levikin kasvattaminen sekä näkyvyyden lisääminen Leppävaaran 
kaupunkikeskuksen asukkaiden keskuudessa. Myös projekti tunnettuuden kasvattaminen oli 
tärkeimpien tavoitteiden joukossa. 
 
Projektin edetessä projektiryhmä kohtasi ongelmia, mutta mahdollisti projektin onnistumisen 
riskien hallinnalla sekä luovalla ajattelulla. Projektin onnistumisen mittoina ollessa projektin 
aikataulussa pysyminen, budjetissa pysyminen sekä markkinointimateriaalin laadullisuus, 
projektin voi ajatella olevan onnistunut. Tämän opinnäytetyön lopussa käydään läpi projektin 
tulokset,loppuraportointi sekä ehdotelmat tulevia vuosia ajatellen. 
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 1 Introduction 
 
This thesis examines the process of planning, producing and executing marketing campaign 
for a series of events: Leppävaara-viikko 2008. It studies theories of event marketing in 
general, and focuses on the Leppävaara-viikko 2008 marketing campaign and its phases of 
planning, production and execution. 
 
The main purpose for the thesis is to study the development of Leppävaara-viikko and outline 
the features changed through the timeline of the event. It consists of historical overview of 
Leppävaara-viikko for clearing the great development the event has taken. 
 
The main question this thesis answers is how to develop Leppävaara-viikko as improving the 
visibility and consciousness of the event within the target audience. 
 
1.1 Scope of the study 
 
The thesis focuses on event marketing, from the point of view of having a limited budget as 
the event’s main purpose is to create a sense of community among the people living in the 
greater Leppävaara area. The main purpose of the event was not to create profit, but only to 
be sufficient for the costs rising from producing the marketing materials (and to achieve the 
set objectives). 
 
1.2 Choice of the research context 
 
This thesis is a project in which Laurea University of Applied Sciences is involved. Because of 
Laurea’s involvement, choosing such a project became natural for its student. The project of 
Leppävaara-viikko 2008 consisted of several areas of event management. This thesis is 
focused on the area of event marketing, excluding areas such as finance/budgeting or project 
management. 
 
1.3 Purpose of the study 
 
The purpose of the thesis is to study event marketing, and have a learning experience while 
the project of Leppävaara-viikko 2008 is ongoing. Another purpose is to offer as good 
background information as possible for the upcoming Leppävaara-viikko projects for the 
coming years. As Leppävaara-viikko 2008’s objective was to manage the project on a higher 
level from the year 2007 regarding the volume of printed materials etc., it is the reason of 
this study to act as a guide in yet again manage the project to a new level. The main issues of 
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succeeding in the marketing campaign of Leppävaara-viikko 2008 are the production and 
distribution of the marketing materials, the marketing channels to be used as well as the 
scheduling of the project. 
 
1.4 Structure of the study 
 
The structure of this study is firstly to be focused on the theoretical background of event 
marketing and the various means which are to be used in event marketing in general. After 
concentrating on the theoretical section the research approach is explained after which the 
concentration will be on the most important the marketing of Leppävaara-viikko 2008. After a 
thorough study of the approach of the research the empirical study is shown. 
 
2 Event Marketing 
 
In event marketing all the traditional marketing channels should be examined and the most 
compatible ones which are to benefit the event the most should be considered to be used as 
the main focuses. Event marketing is being considered one of the efficient channels to reach 
the target audiences, because of the declining influence on the population of traditional mass 
marketing. However, event marketing is considered as a new concept to which companies are 
reluctant to invest. (Vallo & Häyrinen 2008, 19) 
 
Event marketing can be defined in various ways, but the main concept is a strategically 
planned occasion in which the different reference groups are reached and communicated to 
the event-organising company’s message through experiences. Events are an effective means 
of communicating to the interest groups of the company’s mission and image. (Vallo & 
Häyrinen 2008, 19) 
 
2.1 The need for marketing 
 
Event marketing should be creative and innovative, and therefore cannot be based on the 
target markets’ needs. Event marketing should be perceived as helpful for the marketer to 
act according to the marketing plan and perform all the activities listed. The main interest in 
event marketing is not to over-commercialise the event, but to create visibility for it, and 
through that increase interest towards the event, affecting positively on the rate of 
participation. (Bowdin, McDonnell, Allen and O’Toole 1999, 114.) 
 
A Vital aspect of an event is receiving support from local and national governments; institutes 
as such receive many requests for sponsoring an event. To receive monetary support for an 
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event from a governmental institute, the event organiser is required to obtain event 
management skills and event marketing competence. (Bowdin, et al. 1999, 115.) 
 
Event marketing has the potential to strengthen the relationship between the company and 
customers as well as the relationships between the employees and the company. In event 
marketing the target setting and receiving feedback is fast paced. Target audiences can be 
limited and the correct target audience reached via efficient event marketing. Differing from 
traditional marketing channels, event marketing is personal and intensive. (Vallo & Häyrinen 
2008, 20) 
 
Event marketing should be integrated to the strategic marketing plan, and perceived as viable 
means to reach customers, existing ones as well as potential new clients. Organising events is 
an adequate way of sending a certain type of image of the company to the public. A company 
can establish and emphasize its values and operations with a well organised event while 
concentrating on fulfilling the customers’ expectations. (Vallo & Häyrinen 2008, 28) 
 
2.2 Consumer expectations 
 
In event marketing customers does not tend to perform hasty purchases. Buying a ticket to a 
venue and taking the time travelling there implies of prior knowledge of the event. Event 
marketing is a segment of marketing which benefits from word-of-mouth, and in which 
attendees are sure they will receive what they expect. Events provide such a service which 
cannot be consumed in another location than the event, nor will customers have anything 
tangible to base their purchase decision on. The purchased service and consumption of it are 
inseparable. (Bowdin, et al. 1999, 115-116.) 
 
A difficult section of event marketing is that the same event with the same services can be a 
very different experience for different people. Some customers can have a feeling of the 
event being very enjoyable, whilst another customer experiencing exactly the same event and 
same services can be disappointed. To avoid disappointed customers the company’s internal 
performance should lead to a promised external outcome. (Bowdin, et al. 1999, 115-116.) 
 
2.3 Internal objectives, external results 
 
Marketing communications (marcom) is to strengthening the reputation of the company. All 
marketing tools which are put in use in a marketing plan should communicate the same 
message for the customers not to be distracted. The marcom’s main purpose should be 
messaging such images of the company, which would affect positively on the reputation and 
the image of the company. These are images the customers create on their own mindsets, 
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and cannot directly be influenced by the company itself. However marketing communications 
should affect on the images if pursued adequately. (Vallo & Häyrinen 2008, 32-33) 
 
Every event has objectives. Objectives should be set to be reached as being realistic and 
attainable, yet having the company’s core competences in use. It is vital to set objectives for 
the event which can be reached with externally notified results. (Vallo & Häyrinen 2008, 101-
102) 
 
2.3.1 Entertainment, excitement, enterprise 
 
An event needs to offer such entertainment one cannot experience without participating the 
event. The quality of entertainment offered needs to be better than the quality of 
entertainment one can experience at home. One needs to feel he/she is offered an 
experience that has value which cannot be received anywhere else. For people to be willing 
to leave home and attend an event, they should be gaining valuable experiences which are 
not possible to be experienced at home. (Hoyle 2002, 2.) 
 
An event should create some kind of excitement for the attendees. The excitement should be 
promoted and successfully implemented. Excitement is different for different people, 
therefore the group of people invited (which is the target audience) to the event should be 
informed of the excitement they can experience and enjoy. The event organiser should 
remember to promise anticipation and then execute the promised enthusiasm. (Hoyle 2002, 
2.) 
 
Enterprise as Hoyle described in “Event Marketing; How to successfully promote events, 
festivals, conventions, and expositions” (2002, 3) is a “readiness to take risks or try something 
untried; energy and initiative”. By this is meant the importance of creating such an event 
which is able to lead the way to new level of event offering. In addition a company should 
take risks in creating marketing for an event as in creating innovative fresh styles of event 
marketing. Creation of event marketing starts with analysing the event itself. (Hoyle 2002, 3.) 
 
2.4 Product, price, place, public relations, positioning 
 
A product should be identified as unique, valuable and beneficial for the attendees. History 
and continuation of an event add value as well as show reliability and increase willingness to 
join the event among the target audience as well as the sponsors. A long history of an event is 
not vital for success, but helps to execute the process. A successful marketer knows how to 
gather participants for a historical event, by defining the event as historical for the 
organization as well as business in general. The uniqueness of an event is one of the key 
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factors by which an event can have potential of becoming the top event to attend. (Hoyle 
2002, 13.) 
 
Pricing an event is determined by the main financial purpose of the event. If the purpose of 
the event is to profit, the incoming money has to be enough to pay the expenses yet be 
profitable. If the purpose is to create awareness, to create visibility, entertain customers etc. 
the incoming money is for paying the costs of the event, not necessarily creating monetary 
profit for the company. In addition there are events which spend money without profiting. 
These can be referred to as certain losses, as the company invests an amount of money to an 
event because of charity or so-called goodwill, or maintaining the position in the minds of the 
customer(s). It is vital for the marketer to know the main financial purpose of the event when 
starting the planning. (Hoyle 2002, 14.) 
 
The three aspects of pricing are costs, value to the customer and competition within the 
market. Continuously expanding competition affects the pricing, as new events enter the 
market frequently. In addition to monetary costs event consumer perceives other costs as 
well. These costs are time, physical effort, psychic costs as well as sensory costs. Visitors 
need to consume time to attend the event, physical effort to travel to the venue, psychic 
costs of being excited to attend the event and sensory costs which mean unpleasant 
experiences that might occur when attending an event. (Bowdin, et al. 1999, 135-136.) 
 
Placing an event in correct location is important. The location in itself creates images in the 
customers’ minds and the event can create negativity by being placed in a location which 
does not match the supposed image of the event. When the marketer is planning the location 
and the place for an event, it is very important for the marketer to value the purposes of the 
event. Issues of attractiveness or practicality of the location should support the decision of 
placing. (Hoyle 2002, 16.) 
 
In event marketing, place does not only apply to the geographical location of the venue. It 
also implies the places from which a customer can purchase tickets for the event. This has to 
be limited in a way to serve the customers whether they wish to purchase over the internet 
or from a ticket-selling company or at the gates of the event venue. (Bowdin, et al. 1999, 
116.) 
 
Marketing without public relations is not effective. By marketing, the company releases 
images of itself and its events to customers determined by the company itself. What basic 
marketing fails to do with creating images in customers’ minds, public relations can execute. 
Public relations help in creating the right kinds of images in customers’ minds. Public 
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relations should be integrated as a continuing process within marketing to constantly 
influencing the customers with positive reminders of the company. (Hoyle 2002, 16.) 
 
Public relations can be executed with low costs, simply by sending news releases to 
newspapers which have readers from the company’s target audience. To increase the 
participation rate for an event, the marketer needs to use all the available channels in 
communicating the right message which influences the target group. In order to be successful 
all communication should be unified and it should increase the credibility of the company, 
event and everything related to these. When a marketer knows how to appeal to the public as 
a company which cares e.g. environmental issues the company communicates images of being 
compassionate, caring, people-oriented, (in other words, good, as importance is not only in 
money and profits,) resulting in valuable positive attitudes towards the company and events it 
hosts. (Hoyle 2002, 17.) 
 
For the marketing plan to be good, positioning the event should be performed thoroughly and 
precisely as fulfilling the customers needs and bringing a unique experience to the attendees. 
The marketer should decide whether the event can create a niche, or if the event can be put 
in an existing niche. If so, the marketer has to determine whether the event can offer 
something different compared to what competitors offer, and whether their offering is better 
and more valuable for the target audience. Companies marketing their events should 
concentrate on solving the question of how the competitors’ offerings can be exceeded. 
(Hoyle 2002, 19.) 
 
The marketer should be aware of the different types of profits a company can receive from 
organising an event. The most beneficial for the company is to differentiate itself well from 
others, from competitors. Companies and advertising campaigns should always offer exactly 
what has been promised. (Hoyle 2002, 19.) 
 
2.4.1 The marketing environment 
 
The marketing environment is divided into seven different sections separated from each 
other. All of these are dependent to the event organisation and its resources. (Bowdin, et al. 
1999, 118.) 
 
Changes in society will affect the demand on different social events. Change in demand would 
directly increase or decrease certain type of events. To avoid a negative image, events should 
not harm the physical environment, but should be environmentally friendly. (Bowdin, et al. 
1999, 119.) 
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Within technological environment, companies vary from organising events with high-
technological equipment and obtaining visibility on the internet, while there are companies 
which are questioning whether create web pages or not. Many companies are placed between 
these two types of technological environments. Some are fully electronic, while others have 
not developed their technological aspect. By technological environment is meant the 
technological competence and equipment the company acquires in everyday activities. 
(Bowdin, et al. 1999, 119.) 
 
The physical environment will be effected when an event is held outside. The physical 
environment should be in a perfect condition, to ensure the image of the company is not 
harmed. The weather, being part of the physical environment, affects the number of visitors 
when the event is organised outside. (Bowdin, et al. 1999, 119.) 
 
The economic state of a country or region affects the economic environment as changes in 
the demand for expensive superficial events. (Bowdin, et al. 1999, 120.) 
 
Legal regulations complicate the process of organising events. The event organiser should 
have a thorough knowledge regarding the legislations and rules concerning political and legal 
issues, e.g. sale of alcohol. (Bowdin, et al. 1999, 120.) 
 
The event organiser should have examined the market of events and ensured by marketing 
research the number of visitors attending the event. In the leisure-event market the number 
of offerings is broad, which affects directly the amount of possible customers. The 
competitive environment should be decided when the marketing plan is created. (Bowdin, et 
al. 1999, 120.) 
 
The demographic environment consists of features of people; these are such as age, gender, 
income and interest. (Bowdin, et al. 1999, 120.) 
 
Changes in demographics are going to be in the near future significant, and as that will 
influence everything else, it affects the markets of events as well. The most significant 
change which affects all developed countries is the aging of the population. This creates 
either challenges or opportunities for companies organising events. It will be important to be 
able to appeal to the older group of people as well as maintaining interest within groups of 
younger people. The consumption of money spent on leisure activities will most likely 
increase within the aging population. Analysis of demographics helps the marketer to 
categorise the event consumer. (Bowdin, et al. 1999, 120.) 
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2.5 The event consumer 
 
The different characteristics of customers affect attendance of an event. Objectives which 
customers have set for themselves guide people to choose a certain event to attend. The 
process people have when choosing events to attend, is explained in five phases. Problem 
recognition is the first phase to be completed. During this phase people realize a need which 
should be solved. The second phase comprises the search for information regarding different 
events they could attend. (Bowdin, et al. 1999, 121.) 
 
The third phase of a decision-making process is evaluating the alternatives, consisting of all 
the events the customer might be interested attending. The fourth phase is to choose an 
event which is thought to be the alternative most likely to satisfy the need. The fifth, and 
last, phase of the process is a post-event evaluation, in which the customer should evaluate 
whether the set objectives were reached. (Bowdin, et al. 1999, 121.) 
 
With knowledge of this type of a process, the marketing company can study the customer 
groups, target markets, as in where and how the most prospective customers are to be 
reached. (Bowdin, et al. 121.) 
 
In “Event Management” Bowdin, McDonnell, Allen and O’Toole (1999) listed five (according to 
Festival management and Event tourism, 1993 by Mohr & co.) motivations for attending an 
event. These are socialisation, family togetherness, excitement, escape, and event novelty. 
Socialisation consists of spending time with friends, and being surrounded by people, as well 
as being part of a community. Family togetherness is a motivation to enhance the internal 
relationships within a family. Excitement as a motivation will guide the consumer attending 
an event in which he or she can experience excitement. Escaping reality and having a 
possibility to experience a change in daily routines are one type of motivation for attending 
an event. Motivation of event novelty consists of the urge to attend a unique event or getting 
new life experiences which are therefore special. (Bowdin, et al. 1999, 122.) 
 
Morgan (in Marketing for Leisure and Event, 1996) has stated five social factors which affect 
the behaviour of people in decision-making processes regarding attendance of events. Family 
influence is one of these factors; it is the influence of children’s desires on decisions made by 
parents concerning the whole family. Morgan has divided the reference group in two, the first 
being primary and the second secondary. The primary reference group is close people in a 
persons’ life. The secondary reference group consist of people who only partly influence the 
person’s life. Both these groups have an impact on the person’s decision-making process, 
resulting in making a decision supporting the general attitude of the group. (Bowdin, et al. 
1999, 124.) 
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Morgan appears to emphasize also the importance of recognising opinion formers, who are 
opinion leaders influencing the population on their decisions regarding which events to attend 
or product to be consumed. Many of these opinion leaders are public people who have a great 
impact on general attitudes. Within groups there are people characterised as innovators who 
most likely are the first ones to have a positive attitude towards attending new events. 
Secondly there are early adapters who follow the innovators as wanting to experience the 
new events, and thirdly there are “laggards” who are influenced by the opinion leaders and 
will base their decisions supporting the opinion leaders without necessarily having the urge 
and enthusiasm to experience the event. The objective for a marketer should be to influence 
the opinion leaders for they have the impact on the greater majority. (Bowdin, et al. 1999, 
124.) 
 
Personality as a social factor is based on the characters people have. Personality is modified 
by different characteristics and impacts on the consumer behaviour. Personality as a factor is 
difficult to examine, but can be used as a marketing tool in targeting certain types of events 
for certain types of people. Culture is a social factor which should be used in targeting an 
event directly for a cultural segment. (Bowdin, et al. 1999, 214.) 
 
2.6 Target market segmentation 
 
Market segmentation includes examining the market with geographies, demographics and 
psychographics. Understanding the behaviour of the visitors the marketer can target the 
event for people benefiting from attending and reaching their objectives only by participating 
in the event. (Bowdin, et al. 1999, 124.) 
 
Geographic segmentation is segmenting the visitors by location. If the primary target group is 
the local people of a town, the secondary group would be people living in surrounding villages 
and towns, and the tertiary group would be people living in the same province. Depending on 
the event, the geographic segmentation can vary from a centralised group of people to a 
broad division of people. (Bowdin, et al. 1999, 125.) 
 
Segmenting based on measurable factors of the population is called demographics. The most 
common demographical measures are age, gender, income, and occupation (etc.). With these 
measurable demographics segmentation can be executed effectively when marketing an 
event for a certain type of people, and not marketing for general visitors. By demographic 
segmentation the marketer can gather information on where to advertise which event and 
how to attract the people within the targeted group. (Bowdin, et al. 1999, 216-217.) 
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Geodemographics is segmenting market by geographies combined with demographics. With 
this segmentation an event can be targeted accurately even for smaller target groups. 
(Bowdin, et al. 1999, 128.) 
 
Psychographic segmentation is based on lifestyles and values. Psychographic segmentation 
includes examining the activities, interests and opinions combined with the demographics of 
the target audience. The effectiveness of segmentation requires measurability of factors, 
accessibility to the target market via regular marketing channels, and efficient segmentation 
should be based on the ability to implement the research in terms of budget. (Bowdin, et al. 
1999, 130.) 
 
2.7 Product planning 
 
Even in event marketing, the event is indicated as a product, because marketing theory 
applies to both tangible goods as well as intangible services. There are three elements in a 
leisure service which are important, and should be known when an event is planned. Firstly 
the core element is to fulfil the customer’s needs. Second is the tangible benefit the 
customer receives when attending the event, this is of the issue of furnishing (etc.). The third 
includes the extra attractiveness which separates that particular event from other events; 
this is the received benefit or experience for which the customer chose the event over other 
events. (Bowdin, et al. 1999, 131.) 
 
One issue to emphasize when planning an event is to ensure the visitors maintain some 
similarities with each other. People expect to have a social experience, yet if the visitors 
have nothing in common, the experience might not be successful for all. This should be 
ensured with well-performed product development. (Bowdin, et al. 1999, 132.) 
 
2.7.1 Product development 
 
Events, as products, have life cycles. The cycle starts with introduction of the event to the 
market followed by growth. After the phase in which an event becomes more popular and 
obtains growth in market share, it will reach maturity. From maturity, there are three 
different options for the event to develop to. One of these is declination, meaning the event 
will reach its end, and the continuum will be terminated. Maturity can be followed by 
stagnation, which implies no growth, and a declining interest of the general public. One of 
the options is the possibility of reinventing the event, as developing or modifying it to support 
the general attitudes and changes in the population. (Bowdin, et al. 1999, 132-133.) 
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Event development needs to have an objective of satisfying customers’ needs. Customers 
tend to have certain expectations when planning to attend an event and the marketers’ work 
is to convert the expectations into perceptions. Perceptions should exceed expectations 
resulting in a satisfied customer. Expectations of an event are based on partly marketing of 
the event, including advertising, public relations, all marketing communication. Partly the 
expectations are based on word-of-mouth communication between friends, family and people 
with whom the customer interacts. In addition to above mentioned expectations are based on 
previous experiences of similar type of events. For a marketer to be able to execute a well-
planned event, research is mandatory. (Bowdin, et al. 1999, 134.) 
 
2.8 Research and analysis 
 
Market research is a section of marketing planning. The marketer should become familiar of 
his/her target customers by studying and making ongoing research of the always changing 
expectations and anticipations of the primary, secondary and tertiary markets. Even though 
the primary market includes the most important customers for the company, it should never 
forget the importance of the secondary and tertiary markets. These two markets consist of 
potential customers and consumers. With the changing desires of people, companies and 
marketers should be able to understand these changes, even if personally the marketer would 
not feel the same as the target group. (Hoyle 2002, 21.) 
 
Market research can be executed with two different methods. With quantitative research 
hard data is gathered, which cannot be interpreted subjectively. The research questions are 
answered giving clear results. Qualitative research reveals deeper information, still having a 
risk of receiving false data. (Hoyle 2002, 23.) 
 
Qualitative research can be implemented with different methods. The focus group means a 
group discussion in which the researcher performs as an active part of the discussions; he/she 
participates the discussions by keeping the group of people focused on the topic and ensuring 
the discussions are continuous. The method of observation or participation involves the 
researcher only as an observer. The researcher should examine people’s behaviour and not let 
anything be said without him/her hearing. This is time-consuming, and a slow process, 
requiring willingness from the target audience to participate. (Hoyle 2002, 24-25.) 
 
In order to receive all vital information for the next year, the marketer should attend the 
event which was planned. Only by participating the event can the marketer see the concrete 
result of him/her work. Attending the event is a good opportunity for the marketer to 
document important facts and results of the success. One can see whether the location is 
good, whether there are inconveniences with the place, labour, etc. (Hoyle 2002, 26.) 
 18 
 
2.9 Event promotion 
 
The main purpose of promoting an event is to have people interested and aware of it. The 
more people know about the event, the more people are likely to attend it. Promoting the 
event with adequately chosen means predicts success for the event. Promotion should 
emphasize answers to questions of why attend the event, or what are the unique benefits for 
attending that particular event. Promotion should answer questions which are to differentiate 
the event positively from other events. (Hoyle 2002, 30.) 
 
2.9.1 
2.9.2 
2.9.3 
Competition 
 
An event should differ from other events being unique and offer a valuable experience to the 
visitors (i.e. customers). A difficulty in being the best in competition is to obtain value which 
other events cannot provide. The marketer has to differentiate the event from others in a 
way that states all the qualities maintained in the event which are missing from others. 
(Hoyle 2002, 30.) 
 
There is competition in the area of events, recreational as well as professional. Events differ 
in many ways from each other, and the main objective should be to differ from others as the 
most beneficial for the target group. Events are time-consuming, and therefore the target 
audience must choose the ones to attend from the selection. One might not have time to 
participate on all of them, and therefore one of the main focuses of marketing an event 
should be to create marketing which appeals to the target market as an event which have to 
be attended. (Hoyle 2002, 30.) 
 
Costs 
 
The costs of an event to the customer are not only the cost of an entrance fee. Costs consist 
of travel costs, accommodation, meals and drinks, transportation within the venue, and such. 
The marketer should calculate the entrance fee with understanding that the event should 
bring the customer benefits to cover all the costs he/she are forced to take. If the customer 
has to travel for a company and therefore is not spending his/her own money, the travel costs 
and other costs are not issues. (Hoyle 2002, 30.) 
 
Duration 
 
The duration of an event should be an important issue. The duration of an event is fully 
dependent on the purpose of the event. The marketer should bear in mind that the longer the 
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event lasts the more expensive it is to participate. Nowadays people are busy and have less 
time to participate on events which are long-lasting. The marketer should ensure having a 
special opening and a spectacular ending so that the participants would stay until the end. 
Otherwise participants might not be willing to stay until the end, regardless to whether the 
duration of the event is hours or days. (Hoyle 2002, 31.) 
 
2.9.4 The theory of the 5 W’s of event marketing 
 
A theory of the 5 W’s of marketing helps determine whether the event is feasible in general. 
The theory of the 5 W’s is of help for the marketer to acknowledge whether the event is 
practicable and worth organising. (Hoyle 2002, 33.) 
 
The theory search reasons of participation. Customers have to think whether the event offers 
enough for them to take the time to participate. For the customers to use their valuable time 
in participating on this particular event, it should offer something valuable, beneficial. (Hoyle 
2002, 33.) 
 
The theory will help the marketer to clarify to whom the event is for. The promotion of the 
event should reach the right people, the correct target group. The marketing should ensure 
that the advertising is appealing to the target audience and will affect positively on their 
motivation towards participating the event. (Hoyle 2002, 35.) 
 
The time of year, the time of month and the time of day are a big part of the success of the 
event. In order to succeed the marketer has to be aware of all local holidays, local traditions 
and such. For example if a company is organising a cottage and garden exhibitions the best 
timing would be spring, because of the upcoming summer. Also if a company is organising a 
business conference, it probably should be during the week, not on the weekend, because not 
many are willing to use their own free time in business conferences. (Hoyle 2002, 37.) 
 
Location is very important; it should attract the correct people. If the event is a business 
conference, the location should have good space for meetings and seminars, as well as 
offering space for parking and such. If the event is a concert for youngsters it should have 
good public transportation access. Any location related matters should be taken into 
consideration in order to achieve success. (Hoyle 2002, 39.) 
 
The offering of the event should be analysed in a way that the end result will be an offering 
of valuable experience which cannot be received anywhere else than in that particular event. 
Deciding the offering includes potential of setting the event for correct direction. The 
company organising the event should be aware of the main purpose of it, and should have 
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objectives supporting the main purpose. The event-organising company should operate 
according to the main purpose of the event. (Hoyle 2002, 40.) 
 
2.9.5 Promotion 
 
Identifying the audience would be the first phase. After identifying the target group, the 
marketer should study the demographics thoroughly in order to be able to get in contact with 
the wanted audience. Psychographic data profiles are also good sources of important 
information when determining the means of reaching the target. Psychographic data profiles 
are information of the values, lifestyles, attitudes etc. of the audience.  The main purpose of 
the surveys is to provide an objective insight; also they should provide information of opinions 
of previous experiences.  The results should offer the marketer important knowledge to help 
determine the direction of marketing. (Hoyle 2002, 44.) 
 
Specialty advertising should be used in marketing. Specialty advertising is additional 
advertising which can be executed with little gifts with the company logo on, or t-shirts, 
notepads, golf balls, etc. With specialty advertising, the marketer should be able to result in 
creative solutions with advertising. (Hoyle 2002, 46.) 
 
Public relations are to change or enhance the image the public has about the company or 
organisation. PR is used to ensure people in general have the best image of the particular 
company, organisation or product. PR could also be described as manipulation of the 
audience. 
 
The image of the sponsoring companies affects on the image of the sponsored company. The 
company should try to maintain sponsors that support the event with positive images. The 
value of public relations is immense; the results will be achieved when a third party is 
involved in complementing the company and its events. (Hoyle 2002, 46-47.) 
 
2.10 Electronic event marketing 
 
The growing usage of the Internet has increased the importance of using the Internet as one 
of the marketing tools. Electronic marketing should not become the main focus of the 
marketing plan, but should be used as a supplementary marketing tool. Marketing on the 
Internet possesses many advantages, but because not the whole population can be reached 
through it, it should not be the only marketing channel for a campaign. 
 
Advantages of marketing on the Internet are the easiness of using it, for the customer as well 
as for the marketer. In addition to this, marketing on the Internet is cost-effective, used in a 
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correct way it offers up-to-date information to the customers, shareholders and everyone in 
the need of information. For example the registration of an event can be conducted through 
the Internet. The Internet as a source of information to people is effective for it does not 
have geographic boundaries and can be used no matter the time of the day. (Hoyle 2002, 54-
55.) 
 
The main advantages of marketing on the Internet are for the marketer the number of users, 
efficient targeting even for smaller groups of people; and the instant results available for the 
marketer i.e. visits on the web site. In addition to this, Internet marketing enables the 
marketer to modify the marketing campaign while ongoing. One can achieve instant results 
and therefore is able to perform such changes to the campaign which might increase the 
efficiency of the campaign. (Hoyle 2002, 55.) 
 
2.10.1 Utilisation of the Internet 
 
The Internet offers resources for communication, research, commerce, up-to-date 
information, raising awareness, convenience of marketing. (Hoyle 2002, 55-56.) 
 
When adapting electronic marketing, a company is able to strengthen its brand, market 
directly to a targeted audience, sell on-line, support customers, etc. There are several 
advantages in e-marketing. Traditional marketing tools should be modified to be used 
electronically, not be forgotten. If lacking competence, the company should outsource the 
work of creating for example the web pages. (Hoyle 2002, 56-57.) 
 
Building a web page for an event should be executed focusing on the structure of the pages. 
For internet users, the company’s web pages are a trademark which within the first moments 
of visiting the pages should be attractive and appealing to the visitor. Navigation on the pages 
should be easy, the style of them should remind of the company or event in order to create 
consistency, they should be differentiated from others and not mimic competitors. Web pages 
should be simple. In addition the technical section of the pages should be of high quality. The 
domain name is important. It should be easy to remember and inferential from the name of 
the event or company. (Hoyle 2002, 60-61.) 
 
Web pages should include information, one must have them well organised by maintaining 
clarity and easiness of finding the wanted information. Web pages should include links to 
other web pages which are valuable for the customer. These links could be companies which 
offer complimentary services, local businesses, the company’s suppliers, etc. (Hoyle 2002, 
62.) 
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Writing for the internet should be indicated for everyone by being simple and easily 
understandable. One should not offer too much information at once, but should offer the 
most vital information at first glance to the visitor. The main information should be repeated 
in different sections in order to reach the visitor’s memory. It is important for the marketer 
to ask for feedback and act on it when receiving it. Feedback ensures the clearest and most 
effective result. (Hoyle 2002, 62-63.) 
 
An efficient way of promoting a web page is through search engines. Advertisement banners 
ensure visibility when placed on a site with many visitors. With event marketing it is good to 
be involved in different event calendars; through these types of electronic calendars an event 
reaches potential visitors to the events’ web page as well as the event itself. All the printed 
material should contain the web page information in order to attract visitors to the 
company’s web pages as well. Discussion groups can be created in several different web 
pages. By creating discussion groups and forums, the marketer can anonymously market the 
event. (Hoyle 2002, 63-64.) 
 
2.10.2 Internet event advertising 
 
The Internet as its best is the ideal medium and when bad could be the worst of them all. 
There are several different approaches of advertising on the internet. The marketer should 
recognize the most efficient manners of advertising the event and reaching the target group, 
and then use those methods chosen. (Hoyle 2002, 64-65.) 
 
As the Internet is packed with banner advertisements, they should be attractive to the visitor. 
Banner advertisements should be kept short and simple, as the more information in a little 
space the more unattractive it seems to customers. The marketer should emphasise the most 
relevant benefits for customers. The main interest should be captured. Banner 
advertisements should include contests and possibilities to win a prize. The marketer should 
be aware of the factors which make customers click the banner and have the interest to enter 
one’s web pages instead of not reacting. (Hoyle 2002, 65.) 
 
“E-zines” (= electronic magazines) and newsletters are inexpensive compared to the benefits 
the company receives. They maintain a high return on investment and should be thought of as 
an effective way of advertising on the internet. People who receive these types of 
newsletters in their e-mails have subscribed for them and obtain a possibility to “opt-out” 
(=informing not being willing to receive them). By including an advertisement in a newsletter 
it is ensured that it reaches the wished target group. The marketer should always ask for 
statistics from the companies distributing the newsletters regarding the group of people the 
newsletter reaches. In addition it is important to be aware of competitors advertising on the 
same newsletter. (Hoyle 2002, 65-66.) 
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Regarding newsletters one important decision a marketer needs to make is regarding the 
repetition. How often an advertisement should be included in a newsletter depends on 
various factors included in the marketing plan. Whether it is beneficial to the company and 
its event to be included in a big or a small “e-zine” should be examined. Being in a big “e-
zine” is not always the best decision; one might reach a bigger target group but in a big “e-
zine” the company’s advertisement might not appear good as the “e-zine” would contain 
more advertisements and therefore the visibility would be more beneficial in a smaller “e-
zine”. (Hoyle 2002, 65-66.) 
 
One effective way of attracting visitors to a web page is offering them free give-aways, which 
can be cheap items with the company’s logo printed on them. (Hoyle 2002, 66.) 
 
Purchasing an advertisement on the internet is most often executed via two options. One of 
these is paying by cost-per-thousand impressions and the other cost-per-click. The latter is to 
pay exactly per the number of the Internet users who have clicked the company’s 
advertisement and actually through that visited one’s web pages. Cost-per-thousand 
impressions mean the exact number of times the advertisement has been shown on the 
internet. The marketer should make thorough calculations of which of these would suit the 
campaign best. (Hoyle 2002, 67.) 
 
When a marketer plans an advertisement campaign on the internet, and when choosing the 
tools and channels to be used, one should always ask for tryouts, discounts and offers. Trying 
out different services before paying is an efficient way of learning whether the benefits are 
worth investing to it. In addition the marketer should ask for statistics regarding the web 
page the marketer is planning to advertise on. With the statistics the marketer obtains exact 
and real information regarding the number of visitors in that specific site per month, etc. 
(Hoyle 2002, 67.) 
 
Search engines are a very efficient way of directing visitors to a web page. A company is able 
to purchase visibility in many search engines. This enables the company to choose words 
which would automatically put their advertisement in the most visible sections of the page. 
Statistics show that search engines are used continuously to find information, and therefore 
maintain valuable advertising space. (Hoyle 2002, 67-68.) 
 
Key words are what a company can purchase in order to have its advertisement appear when 
the certain word is used in the search. In these types of purchases it is more expensive to 
have the advertisement appearing on the top of the paper when the word is more common. 
When the word being purchased is rarely used, it will be cheaper. (Hoyle 2002, 69.) 
 
 24 
For an event an effective way of earning money is to include a commercial section to the 
events’ web pages. The marketer could with low costs sell goods regarding the event. The 
goods could be t-shirts or anything related to the event. The company could also sell tickets 
to the events via the commercial section. (Hoyle 2002, 69.) 
 
2.10.3 
2.10.4 
2.10.5 
2.10.6 
Sponsorship or Partnership 
 
Electronic partnerships include “trade-outs”, which means a partnership where no monetary 
transactions are made. A company trades advertisement space on the web pages for similar 
advertisement space on another company’s web page. Marketers can make contracts to 
ensure both parties benefits as much. Electronic sponsorship can be divided into four 
different types of electronic sponsorship. Branded content means that the marketer cannot 
affect the display of the content. (Hoyle 2002, 70.) 
 
Affiliate or associate programmes 
 
The main purpose of affiliate or associate programmes is to direct visitors to a company’s web 
pages. The activity in the company’s site can increase 15 percent with good usage of 
affiliates. In using affiliates there are no financial risks, because the payments occur only 
when a visitor performs an actual activity e.g. registration. Affiliates are not the typical form 
of advertising, but when activity in a company’s site might increase, it proves that affiliates 
are efficient and worth the administration work required. (Hoyle 2002, 70-71.) 
 
Discussion groups 
 
Joining discussion groups first as a regular member helps the marketer to create trust 
between the marketer and other members in the group. This helps the marketer to gather 
information about the group, the behaviour of individuals etc. and then gradually start 
introducing the group regarding information about the event. It could be best not to tell the 
group that the person advertising is the marketer. In discussion groups the marketer should 
try not to be commercial, but be honest and sincere regarding the event. (Hoyle 2002, 72.) 
 
Online surveys 
 
One of the best ways to gather correct information about the visitors in the company’s site is 
to conduct online surveys. These surveys help the marketer to maintain demographics of their 
customers or sites’ visitors. By receiving specific information about the visitors and customers 
in the company’s web pages, the marketer can improve the promotion campaign by modifying 
the advertisements for being targeted to a more specified group of people. (Hoyle 2002, 72.) 
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Online surveys should not be long as people answering the survey might not be interested to 
spend much of their time on surveys. In addition to the length of the survey, the questions 
should not be personal. (Hoyle 2002, 72.) 
 
2.10.7 
2.10.8 
E-commercials 
 
One of the most progressive advertisement tools on the internet is e-commercials. These are 
video clips which are placed in different web pages and by clicking the advertisement direct 
visitors to the web pages in question. (Hoyle 2002, 73.) 
 
E-mails 
 
E-mails are efficient in spreading information and increasing recognition of an event or a 
company. Sending e-mails is effective and creates visibility with low costs to the company. 
(Hoyle 2002, 73.) 
 
At first the marketer should collect customers in a mailing list and maintain the lists created. 
Customers have to enrol in the mailing list by “opt-in” because before customers allow the 
company to send e-mails to them, it is illegal to send any commercial post. By enrolling in the 
mailing list, customers receive all the e-mailed advertisements. (Hoyle 2002, 74.) 
 
Even if a customer has at one point selected to “opt-in”, the customers have the right to 
“opt-out”. This means that the customers should be offered to quit receiving the e-mail sent 
by the company. Usually this is done in a simple way by adding an electronic link to the end 
of the e-mail, and easily by clicking the link the customer will not receive commercial post 
anymore. Even though it seems simple to the customer, the marketer should maintain the 
mailing lists, and remove customers when an “opt-out” is performed. This type of a 
maintenance service can be outsourced; the important issue is that the list will be updated at 
all times to avoid unwanted mailing. There are companies who sell mailing lists, purchasing 
this type of service means that e-mails would be distributed from that company’s e-mail so 
that the sent e-mail would not be a junk mail but would be recognized as a valid e-mail. 
(Hoyle 2002, 74, 75, 77.) 
 
An autoresponder in e-mails is a good way of networking as the marketer should have all the 
advantages of a customer contacting the company. Instead of sending a regular “thank you 
for your e-mail” –note the marketer should take advantage and add to the autoresponse an 
advertisement or some promotional material. (Hoyle 2002, 74.) 
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Costs are saved the most when the purchased product or service can be delivered 
electronically. E-mails are used to deliver the goods in for example the software business. 
One other common example is a purchase of tickets for travelling, events etc. (Hoyle 2002, 
74.) 
 
E-mail used as a marketing tool allows the marketer to save money and time. Via e-mail the 
marketer can send out invitations and reminders. After the customer has been in contact with 
the company, there are so called follow-up e-mails which allow the marketer to remind about 
the upcoming event. Nowadays, most people expect a quick response as e-mails are easy to 
use. By providing quick responses a company provides good customer service. By acting as 
stated, the marketer shows the customers’ requests are important and valid to the company’s 
business. Afterwards the customer feels appreciated, and trust between the customer and the 
company will deepen. (Hoyle 2002, 74.) 
 
By sending an occasional newsletter or an article a company increases credibility among the 
customers. When e-mails include letters signed personally, the trust broadens. For public 
relations, an e-mail is an effective way of keeping the press aware of any news concerning an 
event or a company. Before sending an e-mail to editors etc. the marketer have to ask for 
permission to send any information. (Hoyle 2002, 75.) 
 
E-mails sent to customers should include informative content as well as for example contests 
to draw attention and interest towards the event. In addition to these a company sending e-
mails should recognize that an e-mail is an efficient research tool. Therefore when making 
research e-mails should be considered the tool to be used. (Hoyle 2002, 75.) 
 
There are several aspects to focus on when using e-mailing. The marketer should not leave 
any e-mails without a response. This would only draw frustration toward the company and the 
event from the customers’ point of view. E-mails sent should be informative and a company 
should not send junk mail, because junk mail only creates frustration in the receiving end. 
(Hoyle 2002, 78.) 
 
2.10.9 E-mailing in event marketing 
 
In event marketing there are six stages in contacting a customer via e-mail. The first contact 
would be an initial invitation to the event, which should contain prior detailed information 
regarding the event such as date and location. The second e-mail sent to customers is follow-
up marketing. This e-mail should contain mainly the same information as the initial invitation 
but yet be slightly modified, e.g. an updated invitation. (Hoyle 2002, 76.) 
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The third e-mail sent should be a registration confirmation for customers registered as 
attendees. If the event has a fee for participation, this e-mail should act as a confirmation of 
payment or a receipt. A confirmation of participation should have more detailed information 
of the practicalities of participation. (Hoyle 2002, 76.) 
 
An e-mail sent to people rejecting participation should be considered. An e-mail stating the 
possibility to attend even if at first declined can attract customers whose plans might change 
etc. This e-mail should be written without sounding arrogant but only informing politely the 
customers about the right places for more information if needed. (Hoyle 2002, 76.) 
 
The last e-mail before the actual event would be a reminder including updated information, 
as well the final welcome. After the event, the marketer should thank the customers for 
attending the event with a “thank you” e-mail. This e-mail should contain information about 
the success of the event, a pre-invitation to either the next year’s event or other events from 
the same company. It could also include a possibility to give feedback and the possibility to 
purchase material regarding the event. (Hoyle 2002, 76.) 
 
2.10.10
2.10.11
 Personalization 
 
Marketing on the internet contains advantages. One of these advantages is the possibility to 
modify easily the marketing material to suit the receiver. Marketing material including flyers, 
invitations etc. can be modified to attract the person receiving the material. For example an 
event should be marketed with different arguments to students and elderly people. Therefore 
even though the same event might interest both groups of people, there are different 
attractions in the event for these two groups. This is why the marketer should recognize the 
matters to focus on with different groups of people. In addition to the possibility of 
modifying, it is beneficial because of the low costs. As the material is not printed and remains 
in electronic form, no additional costs should arise. (Hoyle 2002, 77.) 
 
 Measuring success 
 
When starting to measure the success of the internet campaign, the marketer should decide 
the measures to be made regarding the goals and objectives of the campaign. A marketer 
could measure from the placement point of view, how the company was able to generate 
traffic to the web pages. The success should be measured whether the locations of the 
advertisements were effective enough, and whether enough visitors actually performed 
activities on the pages. Another point of view is the creative aspect in measuring the success 
of the actual advertisement or the e-mail the company sent. With the measurements a 
company should be able to come to a conclusion whether the campaign should have been 
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executed in a different way, and if so, how to improve the next campaign. (Hoyle 2002, 78-
79.) 
 
One of the mistakes the marketer should avoid is that one advertisement would be 
appropriate with every target audience. The marketer should be aware of the needs and 
habits of the targeted audience and perform in that way. When measuring success the 
marketer should collect statistical information about the total visitors of the web pages, total 
activities made through the web pages, ticket sales, other merchandise made; and return on 
investment should also be calculated. (Hoyle 2002, 79.) 
 
To achieve good results, a marketer should have a routine to perform certain activities 
regularly. These types of activities would be sending a newsletter monthly, refreshing the 
web pages weekly etc. A routine helps the marketer achieve the objectives set for the 
campaign, as it also helps to be organised. (Hoyle 2002, 80-81.) 
 
2.11 Marketing association meetings, conferences, events and expositions 
 
Because associations are managed voluntary and with good will, the objectives for them are 
to be taken into consideration when trying to find sponsoring for an event. The objectives of 
an association are changing with leadership. Every leader has expectations of the 
associations’ evolvement, and these expectations are the main factors influencing the 
decisions made by the leaders. (Hoyle 2002, 102.) 
 
When a marketer is searching sponsors for an event, him/her should examine whether the 
associations have similar objectives with the event. It is not enough for the marketer to 
understand the event; having deeper knowledge of the association would affect positively on 
the co-operation. (Hoyle 2002, 103.) 
 
Special events and trade shows should involve innovations, new perspectives which have not 
been executed in one of the company’s trade shows or events before. Repetition should be 
avoided, and new ideas should be emphasised. One idea to be used in the event sector is to 
benefit from events other companies organise, via sponsoring. (Hiam 1997, 199, 201.) 
 
2.11.1 Cause-related event sponsorship 
 
An efficient way of sponsoring is sponsoring a charity event. By being involved in a charitable 
event which collects donations for a charity based campaign, a company can create a positive 
image of itself. The company supporting a charity organisation will be remembered as a 
company with human ethics and moralistic values in business. (Hiam 1997, 201.) 
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By examining thoroughly the target audience the company can benefit a great deal with 
cause-related event sponsoring. Yet there is a possibility of choosing a cause or an event to 
be sponsored by appealing to the people working in the company, even though the most 
important issue to be kept in mind is to appeal to the target group. By appealing to the target 
group, and not the board of directors, the message will reach the target audience, and 
through that will affect sales as wished. (Hiam 1997, 202.) 
 
It is vital for a company to be aware of the general attitude towards different companies and 
events when choosing sponsorships, regardless to whether the company is sponsoring an event 
or the company is organising an event and searching for sponsors. It is impossible not to be 
affected by the image of the cooperative company. The public creates images of the event if 
amongst the sponsors there are companies the public dislikes, e.g. a company with values in 
contradiction the target audience. Personal opinions should not affect deciding the 
sponsorships; it is important for the marketer to be able to create marketing for the target 
audience by following their values and interests. (Hiam 1997, 201.) 
 
It is difficult to please all of the customers by supporting political or religious campaigns. By 
avoiding supporting these types of events, a company is assured of not making a mistake in 
sponsoring. (Hiam 1997, 202.) 
 
In addition to having to have to please all the customers of an event, one important issue is 
to maintain all the sponsors satisfied. A sponsor will be satisfied when treated with generosity 
and respect. It is important to realise the value of a sponsorship by offering the 
representatives of the sponsoring company VIP treatment at the event. The event organiser 
ensures a continuing relationship with the sponsoring company by maintaining them satisfied, 
and for receiving good service and benefiting from the visibility the company is willing to 
sponsor the event the next year as well if given the opportunity. (www.specialevents.com) 
 
2.11.2 Evaluating the options for sponsorship 
 
There are three phases for selecting an event to sponsor. The phases include exploring 
different options for events to be sponsored. After choosing an event, the marketer should 
examine the effectiveness of choosing the selected event. By calculating the cost-
effectiveness of sponsoring an event, the marketer should be able to choose the correct event 
to support. (Hiam 1997, 204-205.) 
 
The cost-effectiveness of a sponsorship can be calculated by examining the “number of 
reach”, which is calculated with the number of people participating on the event in total and 
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the number of target audience from the total amount of participants. The total cost of 
sponsorship should be divided by the number of participating target audience. After 
multiplying this amount by 1000 “the number of reach per thousand” can be compared to the 
cost-effectiveness of usage of other media, such as radio. (Hiam 1997, 203.) 
 
The relevancy of the sponsors’ product or service compared to the event sponsored is an 
important issue. There should be a high relevancy between the two companies and their 
products or services. With relevancy the sponsorship will be beneficial as well as successful. 
By reaching constant mental association between the two companies or events, the 
sponsorship of the companies will create a win-win situation. (Hiam 1997, 206.) 
 
With sponsoring an event will create mind associations of the company based on the event 
the company has sponsored. This is why relevancy between the two companies is important. 
In addition also a sponsoring company will be affected by the image of other companies 
sponsoring the same event. (Hiam 1997, 206-207.) 
 
An organiser of an event should evaluate the potential sponsors before accepting sponsors. 
The event-organising company should have made a thorough research of the companies and 
determine whether the benefits both companies would achieve are consistent. This should be 
examined also from the sponsors’ perspective in order to be beneficial for both parties. 
Another important issue is that none of the sponsors are in contradiction with one another. 
This would create confusion with the purposes of the event. (Bowdin, et al. 1999, 157.) 
 
The companies which are qualified to be sponsors of an event should have the promotional 
needs satisfied. All that is promised to the sponsors should be delivered in order to obtain a 
satisfying sponsorship. A sponsorship package should be decided on when a sponsorship 
between two companies is determined. There are several elements included in sponsorships, 
which affect on the resulting sponsorship. (Bowdin, et al. 1999, 160.) 
 
A promotional medium describes sponsorship as the most efficient promotional medium. From 
the promotional perspective, the sponsoring company includes the logo and name (brand) in 
all marketing material of an event. Many times the sponsoring company can name the event 
after the company. (Bowdin, et al. 1999, 160.) 
 
The publicity which the sponsoring company receives while being a sponsor of an event is 
valuable. The sponsoring company will be in public exposure and will be associated with the 
values of the event. (Bowdin, et al. 1999, 160.) 
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By Networking in events, the sponsors will achieve close contact with customers, potential 
consumers, vendors etc. Being a sponsor of an event will give the staff of the sponsoring 
company the opportunity of networking in the event. (Bowdin, et al. 1999, 160.) 
 
Product sales and demonstrations should increase by being part of an event and acting as a 
sponsor. In the event, sponsors are able to receive publicity for the products and services, 
which should directly affect sales. (Bowdin, et al. 1999, 160.) 
 
Entertainment facilities are in the use of sponsors, which gives the sponsoring company an 
opportunity to entertain the customers with good seating, good food, etc. Access to the event 
by sponsor’s staff would directly affect motivation towards an employees work place. The 
price of a sponsorship should be calculated with the formula of the “reach of customers” and 
compared with the prices of marketing with a different tool. (Bowdin, et al. 1999, 160-161.) 
 
All sponsorships should be customised for different sponsors according to their needs and 
marketing purposes. The prices of sponsoring packages would vary and the main objective in 
a sponsorship would be benefiting both parties to ensure a continuous successful sponsorship. 
(Bowdin, et al. 1999, 161.) 
 
2.11.3 
2.11.4 
A public event 
 
When a company is organising an event, it can be executed without sponsorships. The event 
can be founded by entrance payments etc. In addition a company can sell sponsorships to 
other companies, which would benefit being included in the event. The companies involved 
should have a high relevancy with a product or service of the organising company. (Hiam 
1997, 208.) 
 
If a company is organising an event, without having expertise in the area of managing an 
event, the company can outsource the managing of the event. There are companies which 
offer consulting in event management. (Hiam 1997, 208-209.) 
 
Exhibiting 
 
Companies in business-to-business area are involved in different trade shows and exhibitions 
to maintain their customer base. In general, business-to-business companies use part of their 
annual budgets to participating trade shows and exhibitions of their area of business. (Hiam 
1997, 209.) 
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Exhibitions and trade shows are effective places to locate new customers and maintain the 
old customers. (Hiam 1997, 210.) 
 
Exhibiting and participating trade shows ultimately profits the amount of capital spent. 
Return on investment should be accomplished within a long period of time. One of the 
reasons to participate on trade shows and exhibitions is networking and information gathering 
of the state of the business and the newest trends in place. (Hiam 1997, 210.) 
 
When attending an exhibition or a trade show, a company should emphasise the 
attractiveness of the booth as well as other means of managing people to visit the company’s 
booth. Before entering an exhibition a company should have a strategy which should be 
followed in order to succeed. The overall image of the company’s exhibition area should 
awake the interest of customers and make them want more knowledge of the company. 
(Hiam 1997, 210.) 
 
The most efficient way of deciding which trade show or exhibition to participate on is by 
asking the customers. Having the customers tell the company which trade show or exhibition 
they will participate gives the company vital information. Participating on a trade show or an 
exhibition requires the company to obtain a booth. Booths can be rented from a booth-renting 
company which can also help the company to design the outlook of it. (Hiam 1997, 212.) 
 
2.11.5 
2.11.6 
Demonstrations 
 
“Seeing is believing.” In Marketing for Dummies (page 212: demonstrations) an old saying is 
referred to, by which is emphasised the importance of demonstrations in trade shows and 
exhibitions. When a company demonstrates the usage of a product or a service the customer 
will believe the efficiency of it, because it is not only word-of-mouth. (Hiam 1997, 212.) 
 
When performing and giving demonstrations of the product, the person doing so should be 
prepared for anything to happen and anything to fail. It is vital to have rehearsed the 
demonstration thoroughly. (Hiam 1997, 214.) 
 
Premiums 
 
Premiums, give-aways, are premium items a company can give to employees or customers to 
show gratitude for participation and work input. These items are rewards and should be of 
good quality. Premiums should be practical and for a specific purpose. (Hiam 1997, 214.) 
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2.11.7 
2.11.8 
2.11.9 
Promotion methods for association events 
 
The following marketing tools are effective channels when the companies have had 
interaction before, and therefore are able to use the methods which are used to contact the 
audience directly. (Hoyle 2002, 105.) 
 
Direct mail 
 
Direct mail is efficient and cost-effective when the mailing list is managed, been kept 
updated, which ensures that the correct people are reached and influenced. The lists are to 
be maintained for every important member to be invited to the event. An updated direct 
mailing list ensures that the involved people will receive the correct and needed information 
regarding the event. (Hoyle 2002, 105.) 
 
The marketer should ask partners and suppliers whether they have important customers and 
clients who need to be invited. This will ensure a good reputation for the event company as 
they are taking into consideration the success of their partners and suppliers. (Hoyle 2002, 
107.) 
 
When direct mail is sent via e-mail the cost-effectiveness increases as there are no paper, 
stamp, printed invitation and postal service payments. When the direct mail is used in a 
traditional way as via regular post, there are additional ways to ensure all the benefits are in 
use. For example, when designing the invitation, it should include designing the envelope, 
and add attraction to the envelope, so when it will be received, the customer needs to open 
it in order to know more of the event. (Hoyle 2002, 107-108.) 
 
As mentioned earlier, when direct mail is used via e-mail, the company must be sure that the 
receiver has opted-in before, and accepted all direct-mailing from the event company. (Hoyle 
2002, 108.) 
 
Brochures 
 
Brochures are to attract the audience to attend the event. This is a vital fact to be 
remembered when designing the outlook of the brochure. The marketer might make a 
mistake when designing if designing to attract himself/herself instead of the target audience. 
(Hoyle 2002, 108.) 
 
The brochures should be produced in bringing the most beneficial factors to the receiver’s 
mind when he/she is determining whether the event is important for the customer to attend. 
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One of the main issues in marketing an event is to appeal to the customer to choose that 
specific event instead of attending another. Another issue is to remember that the marketing 
material is designed for the customers not for the marketer. (Hoyle 2002, 108.) 
 
2.11.10
2.11.11
 Advertising 
 
All advertising possibilities should be examined thoroughly, without leaving any opportunity 
unsearched. There are possibilities to increase visibility for an event by informing local 
newspapers about the event in form of news. Publications of related associations inform of 
future and ongoing events, if the event is in the category of the publication. (Hoyle 2002, 
114.) 
 
Advertisements for an event should contain the most important information about the event 
as well as the contact data and web addresses from where the interested customer can easily 
find additional information regarding the event and organisation. (Hoyle 2002, 115.) 
 
Separate budgets should be made for all medias used. This guarantees efficient usage of all 
the medias and ensures the company not exceeding the budgets at any times. (Hoyle 2002, 
115.) 
 
 Public Relations 
 
The main purpose of public relations is to attract visitors to the event, and to maintain 
interest towards the event. Public relations have similar objectives as advertising, but there 
are differences which are vital, and therefore should be included in a marketing plan just as 
importantly as advertising. (Hoyle 2002, 116.) 
 
The main difference in public relations and other marketing channels is that public relations 
consists of the audience’s thoughts and feelings about the event and the company, whereas 
advertising is the company informing of itself. Credibility of an image created by the public of 
the company ensures the importance of public relations. (Hoyle 2002, 116.) 
 
Internal public relations consist of promoting an event to the people involved in the event. 
The main issue in internal public relations is to increase interest towards the event within the 
people involved in the event-organising organisation. Internal public relations could create 
interest towards helping in arranging the event as well as promoting it onward. (Hoyle 2002, 
117.) 
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Public relations in general is creating awareness within the public. To increase interest 
towards the event within the public, the organising company should contact local governance. 
By creating interest within local officials the event is likely to receive public awareness and 
support. The local chamber of commerce should also be contacted to increase the general 
interest within merchants and local businesses participating the event. (Hoyle 2002, 118.) 
 
2.11.12 Other 
 
Holding a media conference is an efficient way of ensuring visibility of the event. The 
organisers can invite representatives from several media. To ensure people would join the 
press or media conference, the event organiser should invite the representatives formally by 
attracting them to participate the conference by serving drinks and food. One main issue is to 
choose the location and timing correctly, it should be held at a convenient time during the 
week, in a convenient place. A media conference is a place where the event organisers should 
try to create a relationship between the company and the media in order to ensure publicity 
for the event. (Hoyle 2002, 120.) 
 
2.12 Additional Research 
 
This additional research contains a cursory study of the Leppävaara-viikko 2006-project, as 
well as additional research on how to find information about event marketing, and various 
organisations to hire in order to market events as well as organise events mainly in Finland. 
 
There are various professional organisations operating in the area of event management 
which can be found from the internet. When a company is creating an event, and does not 
have competence in event management, it is a potential choice to seek help from 
professional companies. These companies manage everything, from marketing and 
registrations to the actual event organising as implementing all the plans created. People hire 
event planners for private events, and for a company to hire another company to ensure a 
successful event could be worth to invest in. 
 
In Finland there is an organisation called “Suomen Tapahtumamarkkinointiyhdistys”, STAY Ry, 
which has several members of event organising companies. The organisation, STAY Ry, was 
founded in 2000 to establish event marketing as a valued means of marketing, and an 
efficient marketing channel. (www.tapahtumamarkkinointi.com) 
 
BBM, Business to business Mediat Oy, organises for example the annual “Onnistunut 
tapahtuma” fair (“successful event” fair). These types of fairs are beneficial for an event 
organising company’s employees as they can participate the fair to gather competence and 
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information as well as network and create relationships with event-organising companies. In 
addition to several fairs, BBM organises many learning seminars for people employed as event 
planners as well as publishes various professional magazines for people working in the area of 
business assistance. (www.bbm.fi) 
 
3 Research approach, method, reliability and validity 
 
The research approach used in this thesis has been qualitative. Information regarding the 
planning, producing and executing marketing materials for Leppävaara-viikko 2008 was 
gathered from previous years’ reporting as well as from group meetings of the Leppävaara-
viikko 2008 project group. Decisions regarding the marketing materials were made with 
democratic voting. Final approval was sought from the managerial group of Leppävaara-viikko 
2008. This thesis has operational approach; theoretical information has been gathered by 
studying marketing in general with focus on event marketing. 
 
3.1 Method 
 
The method used in this thesis as the basis of the study has been the actual practicalities of 
planning, producing and executing of marketing materials for Leppävaara-viikko 2008. The 
main method used for this study has been studying event marketing and event management 
by gathering the theoretical background to base this study on. The method of producing such 
a thesis has been the author being involved within the Leppävaara-viikko 2008 project group 
and within the project group the author of this thesis worked as a marketing manager. 
Because the author was involved within the Leppävaara-viikko 2008 project group, the 
information regarding the project is valid and reliable. 
 
The marketing manager was responsible for the printing and distributing of the marketing 
materials. The management of the project had the main responsibility, from which the 
practical responsibility was delegated to the project manager, who then delegated some of 
the responsible tasks to the marketing manager. 
 
3.2 Reliability 
 
The reliability of this thesis and its empirical study is strong, because the author worked 
within the Leppävaara-viikko 2008 project as a marketing manager. Therefore most of the 
empirical study is based on practical knowledge based on truthful actions which took place. 
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3.3 Validity 
 
The results of the study are valid as the study was made based on the practices the author 
performed as the project was ongoing. The data used for the empirical study was gathered 
from participating the meetings and the project itself. 
 
4 Empirical Study: Leppävaara-viikko 2008 
 
Leppävaara-viikko 2008 was organised for the 3rd consecutive year by a project group 
consisting of students of Laurea University of Applied Sciences and Evtek University of Applied 
Sciences; the 1st of August of 2008 Evtek University of Applied Sciences will be united with 
Stadia University of Applied Sciences and afterwards will continue operations as Metropolia 
University of Applied Sciences. 
 
Leppävaara-viikko 2008 is an event unifying many small events from different organisations 
located in the greater Leppävaara area. There are named main events which have been 
organised for almost two decades. 
 
4.1 History of Leppävaara-viikko 
 
Leppävaara-viikko has a history of bringing the community of Leppävaara together by creating 
a feeling for the citizens of Leppävaara to belong in the community. The main purpose of the 
Leppävaara-viikko has been to unify the sense of belonging and the impression of “doing it 
together” for the people of Leppävaara. 
 
4.1.1 Leppävaara-viikko 2006 
 
In a thesis, Project leadership: case Leppävaara week 2006, the author states that the main 
objective was to create consciousness of Leppävaara for its inhabitants as well as develop the 
image of the area. Leppävaara-viikko 2006 project did not avoid problems occurring during 
the project. As the projects’ duration was long and the group consisted of students 
inconveniences were difficult to disregard. Some group members left the project before it 
ended. (Suorsa 2007, 51.) 
 
The thesis about Leppävaara-viikko 2006 states that the main measures of success are to 
perform in the set schedules, staying in the budget as well as reaching the set objectives. For 
the Leppävaara-viikko 2006 project the measures indicate success. Group work is highly 
appreciated in learning-by-developing project as Leppävaara-viikko generally is. The groups 
motivation and dedication towards the project should be a focus for the whole team. If the 
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learning-by-developing project lacks dedication for the project, the project can not avoid 
inconveniences. (Suorsa 2007, 54.) 
 
In Leppävaara-viikko 2006 the project group created marketing for the series of events by 
planning and producing marketing materials consisting of posters, flyers, programmes and 
internet pages. The distribution was executed by the project group itself. (Suorsa 2007, 58, 
77.) 
 
4.1.2 Leppävaara-viikko 2007 
 
In the year 2007, the project group of Leppävaara-viikko consisted of 11 students of who 2 
were from Laurea and 9 from Evtek. According to the final report of Leppävaara-viikko 2007, 
the main objectives for the project were to develop a consistent image for the event, and to 
create such a reusable model for organising the same event continuously. Leppävaara-viikko 
2007 project group managed to perform activities such as a marketing day in shopping centre 
Sello during which the project group gave balloons for children and organised a competition 
to attend a concert organised during Leppävaara-viikko 2007. (Leppävaara-viikko 2007 project 
group, 10)    
 
4.2 The Leppävaara-viikko 2008 project group 
 
The project group of Leppävaara-viikko 2008 consisted of the project manager Henna Paatola, 
the marketing manager Jaana Laukkanen, the marketing team Ida Makkonen, Nina 
Laurikainen, Tuuli Lipasti, Bea Kuusinen and Riina Mattila. The sales team was the same as 
the marketing team with Juhana Junes. The graphic designers were Tarja Pitkänen, Marianna 
Korpi and Lasse Martinaho. The IT team included Tuomas Forsström, Riku Rauvala, Marko 
Hautaviita, Heikki Hietasalmi and Jyri Heiskanen. 
 
Leppävaara-viikko 2008 project group held meetings with the management of the project. 
The managerial group consisted of Hannele Karhunen, Raimo Heino (Leppävaara Seura), Kai 
Frisberg (Leppävaara-Alberga Rotary club), Johanna Lehtonen & Lea Rintala (Espoo 550th 
anniversary project), Gunilla Heiman (Leppävaara library), Leena Topinoja & Jasmin 
Louhivuori (Sello Hall), Hannu Nyqvist & Elisa Leinonen (Business Excellence Center BEC, 
Laurea), Helena Pennanen (Espoo Adult Education Centre), and others. 
 
In the meetings the project group had created presentations of the plans and explanations on 
the decisions made regarding the project. The meetings were planned in order to inform 
everyone of the state of the project at that time. Also one of the main reasons for these 
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meetings was to have approval from the management concerning the plans made by the 
project group before the implementation. 
 
4.3 Laurea University of Applied Sciences 
 
Laurea supported the project by paying the catering for the meetings involving people from 
the different organisations included in the Leppävaara-viikko 2008 project. These meetings 
were held at all times in the premises of Laurea Leppävaara, and were lead by the project 
manager Henna Paatola. Most of the members of the project group were students of Laurea 
Leppävaara, graphic designers and one member of the sales team were from Metropolia. 
 
4.4 Metropolia University of Applied Sciences 
 
Metropolia decided to be involved in the project with four students, from the area of graphic 
design and marketing/sales. The project group was appreciating the involvement of students 
from Metropolia in the project as none of the existing members of the group had education in 
graphic design. As the project proceeded, talent was shown in designing the marketing 
material. 
 
4.5 Leppävaara-Seura Ry 
 
Leppävaara-Seura Ry has been involved in the Leppävaara-viikko every year it has been 
organised. The series of events of Leppävaara-viikko 2008 started from an event of 
Leppävaara-Seura Rys’ organised event in the area of Galleria shopping centre which is the 
original shopping centre in Leppävaara. It is located in the east side of the railway station and 
still has many shops. Most of the customers have however decided to visit Sello rather than 
Galleria. The Galleria is thought as the original by the inhabitants who have been living in 
Leppävaara before Sello was built. 
 
The event from which the Leppävaara-viikko has emerged is called Raittikarnevaalit. It is a 
“carnival on the main street”, which includes many people selling goods in their booths. 
Raittikarnevaalit is considered to be traditional because of the long twenty-year history it 
has. 
 
4.6 Alberga Rotary Club Ry 
 
Leppävaara Rotary Club was involved in the project as in previous years. Mr Kai Frisberg was 
involved in an enthusiastic way and he eased the project group to rely on the supervisors of 
the Leppävaara-viikko 2008 project. 
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4.7 Espoo 550 years 
 
The Espoo 550th anniversary project group was helping the Leppävaara-viikko 2008 project 
group in giving instructions regarding which issues should be managed in certain ways and 
which should not be included in the project. The main objective in co-operation was to 
support each other instead of competing with each other. When the Leppävaara-viikko 2008 
project was terminated, there were no problems occurring from this co-operation. On the 
contrary, having such a talented project group offering guidance was appreciated sincerely. 
 
4.8 The objectives of Leppävaara-viikko 2008 
 
The objectives of the project were to create a unified marketing for the separate events 
involved in Leppävaara-viikko 2008. In addition, the objective was to strengthen the status of 
the growing city centre Leppävaara has become within the past 5-10 years. This has affected 
the multicultural population of Leppävaara and therefore one of this year’s main themes for 
Leppävaara-viikko was to emphasize the multiculturalism of Leppävaara. 
 
One objective of the project was to create marketing for an event, which had a main 
objective of strengthening the sense of community within the people living in the area of 
greater Leppävaara. The project group tried to emphasise the theme of the 2008 Leppävaara-
viikko. The theme was taken directly from the theme of the city of Espoos’ 550 anniversary 
festival. The theme was children, youngsters and multiculturalism. The project group decided 
to create all the planned marketing to suit the theme. This was shown in the printed 
marketing materials, web pages, as well as the promotion event where children were taken 
into consideration. 
 
Bringing reliability to the project was the co-operation and support from the city of Espoo, as 
it was included in all the marketing material and to the whole project from the beginning to 
the end of the project. The support received from the Espoos’ 550th anniversary project group 
was well adopted and gratefully maintained. 
 
4.9 Internal and external communication 
 
It is important that a project consisting of many people who are not located in one particular 
facility needs to be aware of the communication channels chosen for the project. 
Leppävaara-viikko 2008 project group focused on effective communication, internal and 
external. Internal communication is vital for the success of the project; everyone needs to be 
aware of the status of the project throughout the project. 
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4.9.1 
4.9.2 
4.9.3 
Optima (Laureas’ intranet) 
 
Optima is the intranet of Laurea University of Applied Sciences, it is a convenient tool of 
communication and functions well in any need of communication. A separate working space 
can be created, to which folders can be created. This ensures an organised and efficient 
working space. The working spaces are with limited access, and only the administration can 
provide people with access to the folders of a project in question. 
 
Optima as a communication tool for the Leppävaara-viikko 2008 project group was decided to 
be an efficient way of maintaining all members of the group aware of the status of the 
project at all times. The discussion forum within the working space ensured an ongoing 
communication between all members of the group, in which one could contact any member 
of the group, or join a discussion already taking place between the members of the group. 
 
The number of files and documents a working space in Optima can obtain is large. This 
ensured the convenience of exchanging files and documents between the members of the 
project group. The graphic designers were placed in a different location from the rest of the 
project group, which did not affect the exchange of documents. In addition few of the 
members were not placed in Laureas’ facility either because of having full-time jobs in 
another location, and they benefited also from using Optima. 
 
Emails of the project group 
 
In addition to Optima, members of the project group used e-mails in exchanging information 
and being aware of the status of the project. All members of the project group used their 
personal e-mails in working with others in the project. But because of the limited size of e-
mail accounts the use of Optima became even more important. 
 
Leppavaara2008@gmail.com 
 
The marketing manager of Leppävaara-viikko 2008 created an e-mail account for limited use 
for only the project manager and the marketing manager herself. Gmail e-mail accounts 
maintain a continuously growing size of space. Because of this, the marketing manager 
decided to found an account in that particular server. To create an e-mail account for the 
project proved to be a good decision regarding contacting the customers, suppliers, partners 
as well as the rest of the project group. 
 
 42 
All of the communication between the marketing manager and the printing company, Scanseri 
Oy and Suomen Suoramainonta Ry, as well as customers was concentrated in 
leppävaara2008@gmail.com. Using this e-mail account, both the project manager and the 
marketing manager could read the e-mails and stay aware of the communication between 
others even though not participating on the communication themselves. 
 
4.9.4 Palaute2008@gmail.com 
 
An e-mail account for feedback was created by the project manager. Palaute2008@gmail.com 
was an e-mail account to which all the feedback given in the www.leppavaaraviikko2008.net 
internet pages was directed. To this e-mail account two people had access, the same as to 
leppavaara2008@gmail.com, the project manager and the marketing manager. 
 
4.9.5 Meetings 
 
Meetings for the project group were held regularly. The project manager or the marketing 
manager held meetings for other members of the project group. Usually the project leader 
was hosting the meetings following the agenda of the particular meeting. Within the meetings 
the most important issues were studied, such as the response areas. Within the meetings, 
tasks were divided and deadlines were discussed as well as decided on. 
 
Altogether six meetings were held with the management of the project. Within these 
meetings, the project group presented the plans concerning the project. These plans were 
approved in the meetings and schedules were introduced to the management. The meetings 
with the management were held in Laurea Leppävaaras’ facility, in BarLaurea, in a 
conference room “Flow Corner”. 
 
These meetings were hosted by the project manager, Henna Paatola, and everyone holding a 
response area created a presentation of their section of the project. With this way all 
responsibility concerning the project and the meetings was divided for the individuals of the 
project group. 
 
Within the marketing presentations, planned marketing materials were explained to the 
management and the decisions made on marketing materials were proposed to the 
management, which then had the possibility to comment and to inform the project group of 
what was to be kept as planned, and what was to be changed or modified. The feedback from 
the management was very important as they had been already years in business, whereas the 
project groups consisted of students would only had a little experience of event management 
and the area of creating marketing material for events such as Leppävaara-viikko 2008. 
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4.9.6 Public Relations 
 
Press releases were written about the event by the project manager, Henna Paatola. These 
were sent to several local publications to be published if so decided. Co-operation with the 
Espoo 550th anniversary project group helped the Leppävaara-viikko 2008 project group by 
providing contacts in several institutions. This came to the project’s attention at the very end 
of the project. Therefore the publication of press releases was not ensured and not many 
were published. Public relations would have been an efficient method to create the wanted 
visibility for the event. The Leppävaara-viikko 2008 project group did not succeed in 
performing in the area of public relations with the way planned. 
 
4.10 Theory of the 4 P’s in practice (Product, Price, Place, Positioning) 
 
Leppävaara-viikko 2008 is considered to be a series of events for different age groups and 
people from different backgrounds yet everyone being associated with the thought to 
strengthen the sense of community in Leppävaara. The products of Leppävaara-viikko 2008 
are the independent events organised in various locations and institutes in the area of 
Leppävaara. The main purpose for the Leppävaara-viikko 2008 is to create a sense of 
community for the people living in the area. 
 
In marketing, the product should be explained and the objectives set. In the case of 
Leppävaara-viikko 2008, one of the main issues in explaining the product is to be able to 
differentiate the two mind sets. Leppävaara-viikko 2008 and the events included in it are the 
products, yet for the project group, the products are considered to be the marketing 
materials. 
 
Leppävaara being a constantly growing place for inhabitants and businesses has created a 
competitive environment for international companies. As a location for businesses and leisure 
activities, Leppävaara competes with locations such as Itäkeskus in Helsinki, and Pakkala 
(Jumbo shopping centre area) in Vantaa. The place for the events is independent from the 
project of creating marketing for Leppävaara-viikko 2008. 
 
The project group of Leppävaara-viikko 2008 considers the project to be positioned as a non-
profitable learning experience in a real life project. The learning experience has given the 
project group several issues to propose for the 2009 project group. The positioning of 
Leppävaara-viikko 2008 is to be thought to be a potential channel in creating relationships 
and networking for businesses, and for general public of Leppävaara Leppävaara-viikko 2008 is 
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thought to be a place to experience recreational activities with family and friends as well as 
building relationships with neighbours. 
 
4.11 The marketing environment for Leppävaara-viikko 2008 
 
The social environment of Leppävaara-viikko 2008 has an emphasis on children, youngsters 
and increasing multiculturalism in the Leppävaara area. In the Leppävaara area there is 
student housing, which refers to youngsters and young adults. The constantly increasing 
population in the Leppävaara area affects the increase of multiculturalism in the population, 
which belongs to demographic environment. 
 
The social environment in the project group working on the Leppävaara-viikko 2008 marketing 
is diverse. The management team consists of people who have been in the business for years 
or decades, and the project group consisting of students only. The students of Leppävaara-
viikko 2008 have different backgrounds and different educations and therefore brought the 
project a more thorough insight. 
 
The technical environment of Leppävaara-viikko 2008 was dependent on the event-organising 
companies, the project group of Leppävaara-viikko 2008 were not organising the actual 
events taking place during that week. The technical environment in the project of 
Leppävaara-viikko 2008 was good as all the technical equipment in the Laurea Leppävaara 
facility was available for the group. The IT team and the graphical artists were the main users 
of any technical equipment. 
 
The physical environment of Leppävaara-viikko 2008 was the greater area of Leppävaara and 
several institutions located there. The physical environment for Leppävaara-viikko 2008 
project group has been mainly the Laurea Leppävaara facility. 
 
The economic environment affects the events organised, the amount and scale. In the 
Leppävaara-viikko 2008 project, the economic scale was minimal as the budget was not 
sufficient for everything planned to happen. The marketing of Leppävaara-viikko 2008 was 
directly influenced by the budget. As the events of Leppävaara-viikko 2008 were building the 
sense of community in the Leppävaara area, the events were a low cost. 
 
Leppävaara-viikko 2008 had competition in the area of events, mainly with the Espoo 550th 
anniversary events which had been ongoing for the whole year of 2008 located in Espoo, 
Leppävaara included. As the Espoo 550th anniversary is a project of the city of Espoo, it had 
resources unavailable for Leppävaara-viikko 2008, with what it was able to become a threat 
for the success of Leppävaara-viikko 2008. 
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4.12 Target market of Leppävaara-viikko 2008 
 
The target audience for Leppävaara-viikko 2008 was as stated in the theme: children, 
youngsters and the multicultural Leppävaara, with the Espoo 550th anniversary. The main 
target audience for Leppävaara-viikko 2008 was families living in the area of Leppävaara and 
its surroundings, with emphasis on the children of the families. 
 
The event consumers of the events of Leppävaara-viikko 2008 were depending on the purpose 
and content of the particular event. 
 
4.13 Marketing materials: Leppävaara-viikko 2008 
 
Leppävaara-viikko 2008 was marketed via several different channels. By maintaining 
consistency for all the marketing material, the project group ensured the conspicuousness of 
the event in all marketing material. The Leppävaara-viikko 2008 project group held several 
meetings during the spring of 2008, and made democratic decisions concerning the marketing 
material of Leppävaara-viikko 2008. The most influential decision which was made was to 
continue from the previous years’ achievements as to maintain similar colour schemes as well 
as to continue the publication of a newspaper about Leppävaara-viikko 2008. 
 
All the plans made for the project were not implemented because of lack of capital, and 
therefore did not proceed from planning to implementation. Another issue for not being able 
to implement all plans was the lack of time. 
 
4.13.1 Leppävaara-viikko 2008 newspaper 
 
The Leppävaara-viikko 2008 newspaper was decided to be the main focus regarding the 
marketing material for the event. First it was decided to increase the distribution of the 
paper from the previous years’ 6 000 to 17 000. The amount of 17 000 newspapers would have 
been sufficient for the households of Leppävaara and some of its surroundings. 
 
The newspaper consisted of twenty pages full of articles about several different organisations 
in Leppävaara. The articles were produced by interviewing the designated people operating in 
the organisation in question. The articles were written by members of the project group, and 
were then translated into Swedish and English by other members of the project group. The 
Swedish translations were written by Bea Kuusinen, and the English translations were written 
by Jaana Laukkanen. Both of the authors were included in the marketing team. 
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The display of the content of the Leppävaara-viikko 2008 newspaper was performed by the 
graphical artists of the project group, who made sure all the marketing material had the 
similar outlook as was decided on. 
 
The newspaper was to reach thousands of people in the area of greater Leppävaara. Its main 
objective was to attract people to participate in the different events organised during 
Leppävaara-viikko 2008. 
 
4.13.1.1 Planning 
 
The content of the newspaper was decided by the project group. The interviews and stories 
about different companies were written and translations made by some of the members of 
the project. 
 
The sales team was responsible for selling the advertising space of the newspaper to 
companies. The logos and advertisements to be used in the newspaper were delivered by the 
companies to the project group via e-mail. Also information about the events occurring during 
Leppävaara-viikko 2008 was provided by the companies and organisations responsible for the 
events. 
 
The newspaper included the timetable of the events for the week with a map of the 
Leppävaara area. The plan of the Leppävaara-viikko 2008 newspaper included content about 
different events, articles about different companies as well as space for advertisements. In 
addition, there was planned to be included a section in which companies could advertise the 
need for hiring new employees and fin which schools and universities could advertise 
upcoming courses and enrolments for degrees programmes. 
 
One plan for the newspaper was to include a street poll regarding Leppävaara and its 
surroundings with a current topic. In additio, because the theme of Leppävaara-viikko 2008 
was partly children, a fun page for children was designed and planned to be included in the 
newspaper. 
 
The pricing for advertising spaces was decided on by Jaana Laukkanen and Henna Paatola. 
Pricing was made in order to be more beneficial and cost-effective for the buying company if 
the advertising space was bigger. Pricing was planned to ensure better budget for the 
project. Sponsorship packages varied from mentioning the company or displaying a logo to a 
full-page sized advertisement in the newspaper and logo in all other marketing material. 
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4.13.1.2 Executing the plan 
 
The graphic artists of the project group were responsible for the graphic design of all 
marketing material for the Leppävaara-viikko 2008. The graphic designers had only a few 
restrictions in designing the material following from decisions which were made in advance 
with the project group with approval from the management of the project; one of these 
decisions was the colour scheme. 
 
The marketing team interviewed the local fire department, the local dance school Footlight, 
a local nursery Albatross DayCare, and a local fitness centre DanaFitness. These articles were 
translated into English and Swedish. Other articles were about Laurea University of Applied 
Sciences, Laurea Business Ventures, Metropolia University of Applied Sciences, etc. 
 
The newspaper included a page for children; a page with a game, a comic, etc. These were 
designed and created by the graphic design team. Companies which purchased advertising 
space from the newspaper were given deadlines for supplying the logos and articles (if these 
were written by the company itself). The advertising spaces were priced by Jaana Laukkanen 
and Henna Paatola. 
 
The result on selling advertising space in the newspaper did not reach the objective which 
was set by the project group for itself. The project group did not sell advertising space as 
well as was planned. One of the reasons for not succeeding in sales was that at the time the 
sales were started and companies were contacted, many of the companies had already made 
budgets for the whole year and did not receive extra capital for such involvement.  
 
4.13.2 www.leppavaaraviikko.net 
 
The most progressive medium used was the internet. Leppävaara-viikko 2008 internet pages 
were planned and designed and produced by the project group. One of the main objectives 
for the internet pages was to maintain consistency with all the printed material of the 
marketing campaign for Leppävaara-viikko 2008. 
 
The IT team of the project group was responsible for creating the electronic form for the 
internet pages. The outlook of the pages was designed by the graphic artists of the project 
group. The content of the pages was produced by other members of the project group. 
 
The project group wanted to emphasize the internet pages of the project. This was executed 
by placing the web page address in all the marketing materials and repetition of it 
everywhere. This is shown in the newspaper by having “www.leppavaaraviikko.net“ shown on 
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every page at the bottom of the page. This was planned and decided on in order to attract 
and receive as many visitors to the web pages as possible. 
 
4.13.2.1 Planning 
 
When planning the marketing material for Leppävaara-viikko 2008, the project group had 
several meetings in which decisions were made considering the marketing materials. The 
decisions were made by voting in which everyone could vote several options. The decisions 
made were about the content of the web pages. The plan included having the timetable of 
Leppävaara-viikko 2008, with a map of the area and information about the venues, locations 
and organisations of the events. 
 
The project group decided to add an electronic form for the Leppävaara-viikko 2008 
newspaper on the internet. One important section included in the pages was a feedback 
application, for which an e-mail account was created (palaute2008@gmail.com). 
 
The project group planned to place information on the internet about different organisations 
included in the Leppävaara-viikko 2008 project. 
 
The sponsorship packages involved advertising on the internet, as by purchasing advertising 
space in the newspaper, the buying company could have its logo on display on the internet 
regarding the advertising space purchased. This was decided in order to attract more 
businesses to be involved in the project. 
 
In the plan for web pages no costs were calculated, as it was assumed by the project group 
that there were no costs regarding the Internet. This assumption was wrong and the project 
group realised that no success can be achieved if planning is executed according to 
assumptions. 
 
It was planned to have a calculator counting the visits on the web pages, because there was 
interest in a realistic number of visitors on the internet pages. To have specific information 
and valid data about the number of visitors would have helped the next years’ project group 
in planning the marketing material, and to make decisions on what marketing channel should 
be emphasized, and what is not as important as others. 
 
4.13.2.2 Executing the plan 
 
The price for the web pages (www.leppavaaraviikko.net ) reserved fortunately only a small 
part of the budget as the preliminary budget did not include costs for a webpage. The project 
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group managed to calculate the budget to be sufficient for paying costs of maintaining web 
pages. 
 
In executing the plan for web pages the project group used Optima and personal e-mail 
accounts as well as the joint e-mail account as a communication tool with which information, 
documents and files were sent to the correct member of each team. This ensured a 
continuous flow of information regardless of the time or place of the member of the team. 
 
The IT team gathered all needed picture and text files for the web pages and put the pages 
into a format which served the purpose of the internet pages. This thesis does not include 
technical information about creating the Leppävaara-viikko 2008 web pages. 
 
The only company which purchased advertising space from the newspaper and therefore was 
permitted to have its logo displayed on the internet was DanaFitness. In addition to 
DanaFitness, the city of Espoo had its logo on the web pages of Leppävaara-viikko 2008. This 
was because the city of Espoo was one of the main co-operative organisations included in the 
project. 
 
The internet pages included logos and links to all the organising institutions which were a part 
of the project. These were the city of Espoo (with a 550th anniversary logo), Laurea University 
of Applied Sciences, Metropolia University of Applied Sciences, Leppävaara Seura Ry, and 
Alberga Rotaryklubi. Other companies were not mentioned on the internet except in the 
timetables of the events. 
 
4.13.3 Leppävaara-viikko 2008 posters 
 
The project group of Leppävaara-viikko 2008 was impressed about the previous years’ 
execution of the project marketing material. This influenced the decision of creating posters 
for the project. 
 
If a customer bought a certain-sized space for advertising from the Leppävaara-viikko 2008 
newspaper they would automatically receive a logo displayed in the poster as well. This was 
considered to be a bonus for investing in the project. At the end there was only one company 
which decided to purchase the advertising space from the newspaper which entitled the 
company to be mentioned in the poster. In addition, logos of the organising institutions were 
displayed on the poster for creating visibility to the institutions as well as creating the image 
of an important project. 
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4.13.3.1 Planning 
 
The main objective in creating the poster for Leppävaara-viikko 2008 was to create only one 
style of poster and with one size. The posters content was decided on by democratic voting 
within the project group in planning meetings the project group held. The content was 
decided to consist of a clear announcement of the event and only informative text was 
planned to be included. 
 
The planning of the poster was to create it to attract the focus groups of the event, which in 
the year 2008 were children, youngsters, multicultural Leppävaara and Espoo 550 years. The 
poster was designed by the graphic artists to be consistent with other marketing material. 
 
The poster was planned to have logos included as well as an image of a ladybird, which is the 
logo of Leppävaara-viikko 2008. One of the main objectives was to emphasise the internet 
pages, which influenced in having the internet address shown in all marketing material. 
 
Distributing the posters to public institutions in order to create visibility was planned to be 
performed with using the internal post of the city of Espoo. The plan consisted of sending 
approximately 150-170 posters to different schools and locations. 
 
4.13.3.2 Executing the plan 
 
The plan for the Leppävaara-viikko 2008 poster was executed by a member of the graphic 
design team. The member of the team performed with talent, and the output was for the 
group to acquire a clear, good-looking poster to be distributed to public institutions. 
 
As the project continued, the plan for using the internal post of the city of Espoo did not 
function as the planning was not successful. The project group did not perform the needed 
research as it should have. The distribution of the posters was performed by Jaana Laukkanen 
and Henna Paatola by car and physically distributed the posters. Leena Topinoja from 
Sellosali provided the Leppävaara-viikko 2008 project group her help by sending several 
posters via Espoo’s internal postal system to different institutions. 
 
After distributing posters to several institutions in the Leppävaara area, some were used in 
the promotion of the event held on the 30th of August in Sello shopping centre in Leppävaara. 
100 posters from the ordered 200 pieces were left without use. 
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4.13.4 
4.13.5 
Leppävaara-viikko 2008 programmes 
 
The project group first decided to create programmes of the event, which would consist of 
the event calendar and schedules. These programmes would have to be conveniently sized as 
it was planned for them to be easy to carry when participating on the event. During the 
project, there was a time in which the project group decided not to proceed with the plan for 
the programmes as the budget changed during the project. 
 
4.13.4.1 Planning 
 
The project group planned to create a programme (flyer) for Leppävaara-viikko 2008. This 
was designed to be easy to distribute in the promotion event for people visiting the shopping 
centre. The plan consisted of creating a compact-sized flyer which would be easy to have, 
when attending Leppävaara-viikko 2008. The programme was planned to conveniently show 
the locations on a map and the timetable. 
 
In addition to a map and timetable, it was planned to display logos of the organisations 
involved in the project shown on the programme. 
 
4.13.4.2 Executing the plan 
 
During the project the project group decided not to proceed planning of the programme of 
Leppävaara-viikko 2008, as the programmes were thought not to be cost-effective. The 
programme was downsized to be only one page and two-sided (flyer). On one side there was a 
map and a logo of the event; and on the other side the timetable. With this way it was 
maintained simple and easily carried when attending the event. 
 
The programmes were distributed to people in the promotion event, and before the 
promotion some were given to library and other institutions. The small and compact size of 
the programme was convenient when distributing to people in the Sello shopping centre. 
 
The project group ordered 400 programmes, and distributed those to the public in the 
promotion event in Sello on 30th of August. 
 
Promotion of Leppävaara-viikko 2008 
 
The Leppävaara-viikko 2008 project group decided to organise a promotion event for the 
event. This was decided with the group members and at first the project group had many 
ideas about how to perform these activities. 
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4.13.5.1 Planning 
 
The planning of these promotion events was performed in the same way as other planning; 
planning was made within marketing meetings of the project groups. All members had a 
possibility to influence the resulting decisions and the end result was to please the whole 
project group. 
 
4.13.5.2 Promotion plan 
 
The promotion plan included at first two separate events on two dates. The plan included 
presenting the public with balloons with the Leppävaara-viikko 2008 logo showing on them, as 
well as the plan included selling the space on the other side of the balloon for profiting and 
being able to purchase the balloons. The Leppävaara-viikko 2008 project group offered 
“Länsiväylä” newspaper an opportunity to support Leppävaara-viikko 2008 by purchasing the 
balloons, showing the logo beside the Leppävaara-viikko 2008 logo. Länsiväylä was not 
interested in this type of support, it could only offer support with advertising space in the 
newspaper, not monetary support. 
 
The plan for purchasing balloons could not be executed because of lack of time and customer 
interest towards the project, also the limited budget was an issue. An additional plan for 
balloons in the promotion event was to acquire sponsoring from e.g. Sello. Sello shopping 
centre was thought of as the first option as the promotion was held inside its premises. 
Shopping Centre Sello declined the offer due to its tight budget. 
 
After Sello was not interested in the offer, the project group decided to try to acquire 
balloons from the Espoo 550th anniversary project team. This was not successful. 
 
The promotions’ planning was done quickly and not much time was consumed for the planning 
process, as it was clear to the project group what should be done. The main objective was to 
distribute the newspapers and flyers and to create awareness of Leppävaara-viikko 2008, as 
not everyone is aware of the event taking place. 
 
The promotion plan included face-painting for children in exchange for minimal payment. The 
payment was only to cover costs. 
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4.13.5.3 Executing the plan 
 
The promotion was executed with five members of the project group in the premises of Sello 
shopping centre. Their main tasks were to distribute the Leppävaara-viikko 2008 newspapers 
and balloons as well as offer face-painting for children. The face-painting for children would 
cost one Euro for customers and the money earned from that activity would pay the costs 
arised from purchasing the supplies of face paint etc. 
 
If the money received from the promotion exceeded the money spent on the promotion and 
supplies, the exceeded amount would be used in financing the project groups’ recreation 
event. 
 
4.14 Visibility in newspapers 
 
Visibility in other newspapers was planned to be performed as co-operation with other 
newspapers. 
 
4.14.1 Co-operation with Länsiväylä 
 
The project groups’ marketing manager contacted the CEO of Espoo local newspaper which is 
distributed to tens of thousands of households in the Espoo, Kauniainen and Kirkkonummi 
area. The newspaper, Länsiväylä, is free of charge and is distributed normally three times a 
week and during the summer period two times a week. Länsiväylä is published by Suomen 
Lehtiyhtymä, which publishes newspapers such as Helsingin Uutiset and Vantaan Sanomat. 
 
The project group’s marketing manager arranged a meeting with the CEO of Lehtiyhtymä, and 
the marketing manager proposed various means of participating the project, and a contract 
between Lehtiyhtymä and Leppävaara-viikko 2008 was nearly reached. Länsiväylä was 
interested in co-operation with Leppävaara-viikko 2008, but was unwilling to invest capital by 
purchasing advertising space from the paper and sponsoring with capital. A proposition was 
made to receive an advertising space from Länsiväylä in order to gain visibility for 
Leppävaara-viikko 2008 and create interest towards the event within inhabitants of greater 
Leppävaara as well as of the surroundings and the entire Espoo area. 
 
In return Länsiväylä would have received from Leppävaara-viikko 2008 a space for advertising 
in the newspaper produced by the project. In addition Länsiväylä would have received a logo 
displayed on the posters, and a banner advertisement on the internet pages. By offering 
these, Länsiväylä would have had the opportunity to place an advertising banner in the Sello 
shopping centre premises where the Leppävaara-viikko 2008 promotional event was executed. 
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In addition, the questionable Laurea Business Forum event organised during the Leppävaara-
viikko 2008 would have enabled Länsiväylä to have its banner showing in the Laurea premises. 
 
4.15 Post-event marketing 
 
As Laurea University of Applied Sciences organises annually a Business Forum in the premises 
at the end of Leppävaara-viikko 2008, this year the Leppävaara-viikko 2008 project group 
decided to take advantage of that event. The project group decided to invite people involved 
in the project. The project group was pleased to offer the supporters a cup of coffee as a 
“thank-you” whilst attracting more people to the Laurea Business Forum. 
 
Remembering the organisations supporting Leppävaara-viikko 2008 gives the project group a 
good reputation as being respecful towards the people involved in the project. While having 
the opportunity to thank the people, Laurea Business Forum is also a good place to remind 
the organisations of coming years, and the possibility to join the project next year. 
 
Even though the idea of welcoming customers to the Business Forum event, it was not made 
by the project group, and the companies which purchased the advertising space were not 
invited to any occasion. The manager of the management group did invite all the people 
involved in Leppävaara-viikko 2008 either in the management group or in the project group. 
 
Most of the members of the project group had lost their interest towards the project even 
before the project was finished. 
 
4.16 Radio marketing 
 
Traditional radio marketing was not in the Leppävaara-viikko 2008 plan because the cost of 
this type of advertising. The radio advertising which was planned was the in-house radio of 
Sello shopping centre to announce Leppävaara-viikko 2008’s existence during the week, and 
also during the promotion event. 
 
4.17 Outdoor marketing 
 
Outdoor advertising was considered and the possibilities of using the efficient marketing 
channel were examined. The project group searched for prices for purchasing advertising 
space from JCDecaux, but unfortunately the prices were expensive and therefore the project 
was unable to proceed with the plan of outdoor advertising. The prices varied from tens of 
thousands of euros to hundreds of thousands of euros. 
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4.18 Marketing in public transportation 
 
Marketing in public transportation was proposed when the marketing was planned for 
Leppävaara-viikko 2008. Unfortunately there was too little time for examining all 
opportunities as the members were lacking project-time. It would have been a very efficient 
way of marketing such an event by placing advertisements on the side of busses driving in the 
Leppävaara area. Another way to create visibility in public transportation is the stickers 
which are placed so that everyone sitting on a bus would most likely notice the 
advertisements. 
 
4.19 Co-operation with other organisations 
 
The possibilities of co-operation with different organisations were examined thoroughly. 
While selling the advertising space in the Leppävaara-viikko 2008 newspaper the opportunity 
of co-operation was mentioned to the companies. Co-operation with the project group of 
Espoo 550th anniversary became most relevant regarding the project. Leppävaara-viikko 2008 
was liable to mentioning the Espoo 550th anniversary in every marketing material, and the 
Espoo 550th anniversary increased awareness of Leppävaara-viikko 2008. 
 
4.20 Capitalising the Leppävaara-viikko 2008 project 
 
The sales team was responsible for selling the advertising space in the newspaper and other 
printed marketing material and the internet pages to companies, the objectives in this were 
not reached, and it created an issue regarding the projects budget. Year 2008 project did not 
receive any financial help from EVTEK University of Applied Sciences or Laurea University of 
Applied Sciences. The previous year Leppävaara-viikko received € 400 from Evtek and € 2000 
from Laurea. This affected the budget directly and the project group had to reconsider costs. 
 
4.21 Printing company Scanseri Oy 
 
The marketing manager performed a competitive bid between several printing companies in 
order to receive the best offer for printing the marketing material for Leppävaara-viikko 
2008. The offer included the printing of the newspaper, posters, programmes and invitations 
(attachment 1). Other companies made the same offer with a more expensive price in total. 
 
As the project budget increased, the marketing manager had to make decisions not executing 
all of the plans the project group had made. With the support of the project manager, the 
marketing manager decided not to print invitations as these could be made electronically, 
and sent via e-mail. 
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Regarding the Leppävaara-viikko 2008 posters, the decision was made to only print 200 
pieces, and not the planned 250 pieces. The number of Leppävaara-viikko 2008 programmes 
was limited to 400, from the original plan of printing 500 of them. 
 
Regarding the Leppävaara-viikko 2008 newspaper, a decision was made to downsize the 
number of copies to 15 500 pieces from the original plan of 17 000 copies. As the number of 
copies was reduced, the number of households to which the newspaper was to be distributed 
was to be reduced. From the original 16 300 households, only 15 088 households received the 
newspaper. 
 
The Karakallio area was divided, and only half of Karakallio was part of the distribution area. 
The offers received from Scanseri Oy regarding the printed marketing material are attached 
to this thesis. 
 
4.22 Distributing company Suomen Suoramainonta Ry 
 
The Leppävaara-viikko 2008 project group decided to distribute the newspaper to nearly 
17 000 households around the Leppävaara area. The amount was calculated by first deciding 
on the areas to be distributed to and then the number of households was calculated. The 
company made an offer based on the goodwill of the event, not being commercial, and 
therefore the offer of distributing the paper via Suomen Suoramainonta Ry was the most cost-
effective for the group to choose (attachment 2). 
 
The most important reason for choosing Suomen Suoramainonta Ry was the fact that they are 
responsible for distributing the Länsiväylä newspaper to thousands of households. As the most 
popular free-of-charge newspapers, the project group thought that by placing the 
Leppävaara-viikko 2008 newspaper inside the Länsiväylä newspaper, the event would benefit 
by receiving visibility. 
 
Because the event is organised on the 1st of September lasting until 11th of September the 
newspaper will be distributed on 31st of August. Distributing the newspaper to households the 
project group believes attracting people visiting the Leppävaara-viikko 2008 event. Also the 
date was chosen because the Leppävaara-viikko 2008 project group will attend a promotion 
event in the premises of Sello shopping centre the day before, 30th of August. 
 
The offer from Suomen Suoramainonta Ry is attached to this thesis. 
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4.23 Tasks of a marketing manager 
 
The tasks of a marketing manager included such as creating a marketing plan for the project 
as well as marketing presentations for the project group and for the management team. The 
marketing plan (attachment) was created to have a guideline for the project. 
 
The marketing manager should have been the one to delegate tasks more, and should have 
been more involved. This would require the project obtaining a marketing manager who is 
wholly devoted to the project, and has time for the project and its preparations. 
 
5 Results 
 
The outcome of Leppävaara-viikko 2008 project was successful when measured by the success 
of the marketing material. There was a miscalculation in the number of posters printed. The 
amount of posters should have been minimised from the previous year, and 100 copies 
altogether would have been enough. On the contrary if the number would have been the 
same Espoo’s internal post should have been used more efficiently. This would have brought 
more visibility to the event, as the distribution of the marketing material would have been 
broader than it was. 
 
The creation of continuous marketing material with the marketing created in the Leppävaara-
viikko 2007 project was successfully executed following the colour schemes set by the 2007 
project group. In addition, the 2008 project group managed to increase the distribution of the 
newspapers, which was one the main objectives for Leppävaara-viikko 2008. The number of 
newspapers was increased from 6000 pieces to 15500 pieces; 15088 copies were distributed 
directly to households in the greater Leppävaara area. 
 
The objective of profiting from the project was not established as the number of participating 
companies was not as numerous as was hoped for. The lack of companies participating the 
event was not because of lack of interest towards the event, but because of the lack of 
money in the budgets of the companies. To have avoided this from happening, the project 
group should have started selling the advertising space and offering sponsorship earlier, i.e. 
the previous autumn. 
 
Help from the organisations and institutions involved in the Leppävaara-viikko 2008 project 
was hoped to be more practical. The marketing plan was introduced to the management 
group before any decisions were made, and feedback was requested by the project group. As 
approval for the marketing plan was received, the planning became more practical and the 
plan was put into practice. Some comments and some criticism were given to the project 
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group about their decisions regarding the marketing plan at the time when all had been put 
into practice. 
 
This type of support, comments and criticism, was requested at an early phase of the project 
and as it was not given the project group implemented the plan. People in the project group 
thought the input from the management group should have been received at the early phase 
rather than when the project was nearly completed. More practical guidance would have 
been needed at the early stage of the project; especially because most of the management 
team have been involved in this type of project before, and the project group consisted of 
students who did not have experience of project management or event marketing. 
 
The management team was responsible for the project, and some members of that team did 
work hard in supporting the project group. The project group was very grateful of this. 
 
An event such as Leppävaara-viikko in general is the type of event which requires volunteer 
work from everyone involved in the project. It is the type of project which states one of the 
main objectives to be the creation of the sense of community within the people living in the 
Leppävaara area. Even though the project is good will, not all the organisations involved were 
willing to put effort in the success of it. The Leppävaara-viikko event, in general, originates 
from the Leppävaara-Seura Ry’s event, Raittikarnevaalit (the main street carnival), yet the 
marketing material for the Raittikarnevaalit 2008 did not have any mention of Leppävaara-
viikko 2008, nor any mention of being part of the greater event of Leppävaara-viikko 2008. 
This shows the lack of dedication in increasing the visibility and consciousness of Leppävaara-
viikko and its existence. 
 
Team work within Leppävaara-viikko 2008 was not as intensive as was hoped for. Dedication 
to the project did become an issue. When all of the members are not wholly dedicated 
themselves to the project, problems occur. The Leppävaara-viikko 2008 project was started 
in January and lasted until the end of September, which was when the project was officially 
terminated concerning the project of 2008. The project continued nine months, summer time 
in between, which made it difficult for some members of the project group. All the members 
were not able to dedicate themselves to the project for the whole time. This became a 
problem as the project was to be put into practice. Some of the members started working 
full-time, and therefore could not participate the meetings. 
 
As the marketing manager started to work full-time in addition being involved in the project, 
she was not able to participate all of the meetings. She performed all the tasks and duties 
given to her. Some members of the project team decided not to be involved in the project 
whilst the project was ongoing. These types of issues will bring problems, when substitutes 
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are not available. Because the project was long-lasting the marketing manager was not able 
to maintain the motivation and enthusiasm towards the event. The project lacked group 
motivation. 
 
 
 
Figure 1 External threats and internal weaknesses 
 
Awarding employees is very important. To maintain a high level of motivation within the 
project group directly affects the outcome of the project work. To ensure achieving the 
objectives the project group should have a sense of cohesion for one another. For the 2008 
project group this did not happen. 
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Figure 2 The internal strengths and external opportunities of Leppävaara-viikko 2008 
 
The Leppävaara-viikko 2008 project group was able to create and produce congruent 
marketing material for the event. The project exceeded the budget as the support from local 
businesses was minimal. The result of the project was internet pages, 200 pieces of posters 
(sized A4), 15500 copies of the Leppävaara-viikko 2008 newspaper of which 15088 were 
distributed directly to households in the Leppävaara area, 400 pieces of programmes (flyers), 
and one promotion event held in Sello shopping centre. 
 
The ever-changing deadlines for tasks made the project difficult for some members of the 
group. There were several reasons for the deadlines to change; one major effect was the late 
informing of events occurring during Leppävaara-viikko 2008, and these events was to be 
mentioned in the event calendar and the newspaper. One major influence on the projects’ 
general flow was the lack of spare time regarding the members of the project group. Most of 
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the members were working full-time at the same time, not leaving them enough time to 
wholly participate on the project. 
 
The figure 1 shows the issues which were a threat for the success of the project, yet these 
were not making the project fail, but creating inconveniences of the implementation of the 
plan. 
 
The figure 2 displays the strengths of the project and the project groups which were able to 
success when the event was finalised. The factors to measure success were reached and are 
shown and are vital issues of the Leppävaara-viikko 2008 project. Also these are to be 
considered in the coming years when Leppävaara-viikko 2008 is organised. 
 
The project was in all successful and it is highly recommended to increase the visibility, and 
the creation of consciousness of the project should be emphasized when the project will be 
started again. 
 
5.1 Analysis 
 
The question of developing Leppävaara-viikko by improving the visibility and consciousness of 
the event within the target audience will be analysed in this section.  
 
The development of Leppävaara-viikko as a series of events to become a main event of the 
year in Leppävaara gathering the inhabitants together and create a sense of community 
within the group of people participating is possible by increasing the consciousness of the 
event and by ensuring the visibility of the event through efficient marketing. Regarding 
marketing channels and means used in the 2008 project, the most effective and successful 
was the produced newspaper, as it was the main focus from the beginning of the project. 
 
If the project obtained more monetary support, it would have been able to focus also on 
additional marketing, which would have been beneficial for Leppävaara-viikko as well as the 
usage of other marketing channels would have ensured the achievement of the set objectives. 
Addition of radio marketing or marketing in Sello through the shopping centre radio would 
have increased the benefits of the marketing. One of the marketing channels which should 
have been considered more seriously was outdoor marketing, such as public transportation. 
The marketing campaign could have consisted of advertisements on the sides of buses or 
inside the buses as stickers at the back of the chairs. 
 
Taking risks rather than choosing traditional marketing might have increased the total volume 
of visitors. In such a project risk taking is not easy because of dependence on the budget and 
the lack of it. In a case where the budget would be more than what it was, the planning and 
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implementation of creative marketing would have been easier, and more importantly one 
could have take risks in planning it. This is one of the reasons why the earlier start of 
Leppävaara-viikko project is vital. The more time there is for selling, the more will be sold, 
and the more will be in the budget to be spent on marketing. 
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Figure 3 Comparison of marketing materials of Leppävaara-viikko 2007 and 2008 
 
Figure 3 shows the development of marketing comparing years 2007 and 2008. The marketing 
was developed according to information received from the 2007 project group. With the 
information the marketing was planned to focus on newspaper distribution. The main focus 
was the newspaper and its distribution. 
 
For the project group to be able to develop the Leppävaara-viikko project from where it is 
now, to upgrade its status for companies wanting to be involved in it, the project organisation 
should differ from the year 2008. The project group 2008 consisted of a small number of 
members. The responsibilities should have been divided in a different way, by giving real 
responsibility for the sales to the sales coordinator, and regarding the marketing team more 
responsibility to single people. 
 
5.2 Proposals for the year 2009 
 
One of the main issues to emphasize next year is the schedule. The selling of advertising 
space for the newspaper and other marketing material should be scheduled for the previous 
autumn of the event. One of the most common reasons for a company not being involved 
were decisions made regarding the budgets, as budgeting had been processed for year 2008 in 
the autumn/winter of 2007. The late contacting of the companies prevented most of the 
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companies participating the event with support or sponsorship. The project group was able to 
acquire some companies involved in the project. 
 
The issue of marketing materials is to be considered with the budget, all expenses should be 
covered by business with local companies. If the budget allows, producing the Leppävaara-
viikko newspaper is highly recommended to be continued. Regarding the budget, the 
distribution area should be increased, as it is cost-effective to have the newspapers delivered 
to households. The project group should gather competitive bids from several printing houses 
as to ensure the best price. 
 
As electronic marketing is one of the present (and future) media used, internet pages should 
be produced for the event. One of the objectives for the Leppävaara-viikko 2008 project 
group was to increase the conspicuousness of the event by creating marketing material which 
would continue guidelines set by the Leppävaara-viikko 2007’s project group. 
 
For the Leppävaara-viikko 2009 one of the emphases could be intensive team work. Intensive 
team work should be practiced within the project group itself, as well as intensive group work 
between the project group and the management team. It is a necessity for all members of the 
project, regardless of being a member in the management group or the project group, to be 
dedicated to the project. 
 
For the project team to be able to maintain motivated there should be award or prize. 
Motivation should come from the management team as well as other members of the project 
group. When members of the group are busy and unable to participate the meetings and 
practices (e.g. promotion) it will have an affect on the other members of the group as not 
being able to motivate themselves either. When the project group has such a management 
supporting them by telling the project group that their work is well appreciated, it would be 
shown as an increase in sales as well as the motivation level of the group in general. 
 
One important issue of the project’s success for the future is to involving people who have 
time to actually participate the project. Also one of the best solutions for Leppävaara-viikko 
2009 would be having a project group member from the Leppävaara-viikko 2008 project group 
involved, e.g. as a project manager. This would ensure the continuing upgrade for the 
project, as the people in the project group would not all be involved for the first time. 
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 Attachment 4 
Markkinointi
Leppävaara-viikko 2008
 
 
Tavoitteet
• Luoda Leppävaaraviikkoon osallistuville 
tapahtumille markkinointi, joka yhdistää erilliset 
tapahtumat yhdeksi suur-tapahtumaksi.
• Luoda markkinointi joka tavoittaa kohderyhmät 
sekä tuo julki tämän vuoden teemat;
– Lapset ja nuoret
– Maahanmuuttajat
– Espoo 550v
• Kasvattaa kävijämäärää entisestään
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Markkinointisuunnitelma
• Markkinointimateriaalin täytyy lähettää samaa sanomaa; 
eri viestintä-kanavia kannattaa hyödyntää.
• On tärkeää että kaikki materiaali on samantyylistä; 
ulkoasut toisiaan muistuttavia.
– Pyritään luomaan myös yhtenevä markkinointi viime vuoden 
projektin markkinointiin: toistuvuus.
• Leppävaaraviikko 2008 sanomalehti
• Julisteet
• Promootio-päivä Sellossa sekä Galleriassa
• Käsiohjelma
• www-sivut
• Sellon sekä Gallerian sisäiset kuulutusjärjestelmät
 
 
Leppävaara-viikko 2008 Lehti
• Sisältö
– Mainostilaa yrityksille, artikkeleita Leppävaarasta, 
tapahtumista yms.
• Levikki (-10 000 kpl)
– Kotitaloudet, Sello, Galleria, Espoon sisäinen posti
• Yhteistyö Lepuski-lehden kanssa (?)
• Suuri sekä tehokas levikki
• Kohderyhmien tavoitus
• Rahoitus
– Mainostilan myynti yrityksille
• Kilpailutus painotalojen välillä
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Leppävaara-viikko 2008 Julisteet
• Julisteiden levikki
– Kaupat, yritykset, instituutit, julkiset 
ilmoitustaulut Suur-Leppävaaran alueelle
• Ulkoasu selkeä, helppolukuinen
• Sisältönä tapahtuma-ajankohta, -paikka
• Tarkoitus saada ihmiset kiinnostumaan 
Leppävaaraviikon tapahtumista
 
 
Promootio-päivä (Sello & Galleria)
• Promootio-päivänä jaetaan ilmapalloja sekä
Leppävaaraviikko 2008 lehtiä Sellossa sekä
Galleriassa
– Ilmapalloissa Leppävaaraviikko 2008 logo, sekä
mahdollisesti sponsorin logo
• Maskotti
• Tapahtuma-ajankohta lauantai 30.08.08
– Viimeinen lauantai ennen tapahtuman alkua
• Vaatii yhteistyötä Kauppakeskus Sellon sekä
Kauppakeskus Gallerian kanssa
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Leppävaara-viikko 2008 
Käsiohjelma
• Käsiohjelman levikki lehden levikkiä
huomattavasti pienempi (-2000 kpl)
• Käsiohjelma pieni ja kompakti paketti
– Helposti mukana kuljetettava
– Sisältää tapahtumakalenterin sekä kartan
• Jaetaan promootio-päivänä sekä
tapahtuman aikana saatavuus esim. 
kirjastossa.
 
 
www.leppavaaraviikko.info
• Leppävaara-viikon internet sivujen sisältö
– Tapahtumakalenteri, kartat
– Tietoa Leppävaarasta sekä Leppävaara-
viikosta
– Yrityksille myytyjä mainoksia
– Lapsille puuhanurkka
• Sisällytetään mahdollisesti sähköinen 
versio Leppävaara-viikko 2008 lehdestä
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Sello & Galleria
• Sellossa, mahdollisesti myös Galleriassa, 
on kuulutusjärjestelmä (sisäinen radio), 
jota käyttämällä voi helposti kasvattaa 
Leppävaara-viikon tietoisuutta
• Vaatii yhteistyötä Kauppakeskus Sellon 
sekä Kauppakeskus Gallerian kanssa
 
 
Mainostilan myynti
• Projektin aikainen aloitus antaa projektiryhmälle 
mahdollisuuden panostaa sekä sponsorien että
asiakkaiden hankintaan.
• Yrityksiin kontaktien ottaminen aloitetaan viikolla 
8.
• Mainostilan myynnillä rahoitetaan Leppävaara-
viikko 2008 lehti, julisteet, promootio-päivä sekä
käsiohjelmat.
– Hinnasto tämän takia tärkeä
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Kiitos!
Leppävaara-viikko 2008
Projektiryhmän Markkinointipäällikkö
Jaana Laukkanen
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